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Rough Proofs 


Waite Hoyt told his story of how 
easy it is for an aging American 
Leaguer to win ball games in the 
National just in time. The ex-school- 
poy wonder was unconditionally re- 
leased by Brooklyn last week. 


7 v. ? 


It is now established that 82 per 
cent of the homes of America have 
radios, and with the open-window 
season for apartment dwellers just 
ahead, you may be sure that prac- 
tically all of them will be in con- 
tinuous operation. 


vv¥sey? 


In the international matches the 
world’s greatest amateur boxer, ac- 
cording to his press notices, was 
smacked down in one round by a 
‘tough paby from Poland. It’s too bad 
he couldn’t read English. 


, = Fv 


People have reduced their food in- 
take because they need less energy, 
the doctors say. Doesn’t anyone want 
to be a good trencherman just for the 
fun of it? 

¢ ¢ 9 


The Chicago Federated Advertising 
Club wants it distinctly understood 
that its ox roast at Bangs lake is 
scheduled for June 4, and not for 
July 4. 

ee 7 F 


Mayor LaGuardia is indignant be- 
cause the air lines advertise New 
York instead of Newark as their 
eastern terminus. Dges he resent the 
suggestion that New- Yorkers were 
up in the air whepethey re-eleeted 
him? a Ge 

v vi¢ 
° 

If the mayor is trying to sell the 
doubtful proposition that sturdy New 
Yorkers always have their feet on 
the ground, he should check in on 
production managers in the Grand 
Central Zone just before closing 
dates. 

> | F 


One way to solve the vexing prob- 
lem of whether to wear suspenders, 
a belt or both is to adopt the plan 
of the chief of police of Hamilton, 
Ont., who prefers kilts. 


7. FT F 


Everybody seems to agree that the 
air lines’ plan of carrying wives free 
would have been a wonderful mer- 
chandising success if they could only 
have kept the wives out of it. 


7 7 F 


Dr. Morris Fishbein says that after 
looking over the feminine field he is 
convinced that most of the billion 
dollars women spend each year for 
cosmetics is wasted. 


vvsy 


On the other paw, many a satisfied 
little housewife knows that the meal- 
ticket wasn’t hooked with the face 
She customarily wears to bed. 


3% 


Sodium chloride is needed by over- 
heated workers in the nation’s fac- 
tories in summer, Morton Salt points 
out. Maybe that’s an idea for the 
St. Louis Browns. 

vvy 


Mexico still wants American prod- 
ucts and American advertising, says 
M. D. Bromberg. After all, what’s a 
few oil wells among good neighbors? 


APPLIANCE EXPERT 


Sam Vining 


ADVERTISING 
BUILDS DESIRE 
AND THEN QUITS 


Drug Store ‘Appliances Grab 
Market: Vining 


Hamilton, Ont., May 16.—Advertis- 
ing creates a demand for well-made 
electric household appliances. Drug 
stores, specializing in shoddy imita- 
tions, make the sales. 

This lament was brought to the 
35th annual convention of the Adver- 
tising Affiliation here Friday by Ver- 
non E. Vining, director of depart- 
ment store sales, Westinghouse Elec- 
tric & Mfg. Company, Mansfield, O. 
The rugged Mr. Vining, who long ago 
abandoned his given Christian name 
in favor of plain “Sam,” employed 
both invective and prayer as he con- 
templated this fraud upon the house- 
wives of America, and upon the man- 
ufacturers who pay for the advertis- 
ing. He bellowed like a wounded 
bull, burst a suspender in his agony, 
and ended his denunciation of impo- 
tent merchandising by frying bacon 
and eggs on one of the cumbersome 
contraptions parading as an electric 
iron. 

If anyone ever pays $5 for a qual- 
ity electric iron, Mr. Vining asserted, 
it’s another miracle of the Marne, for 
to reach the place where such an 
iron is available, one has to pass a 
thousand drug stores flaunting some- 
thing “practically as good” for 98 
cents. 

Advertising should do something 
about this, such as telling the con- 
sumer the difference between a 98- 


(Continued on Page 30) 
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Big Three Get 
Smaller Share 
of Fag Money 


New York, May 19.—The bitter 
struggle for supremacy waged by the 
“big three” of the cigarette field dur- 
ing the past nine years against the 
constantly growing aggregate inroads 
of smaller selling brands was vividly 
illustrated here today in an analysis 
of cigarette sales records and adver- 
tising efforts from 1929 through 1937 
by Media Records, Inc. The study 
revealed that last year the “big 
three” spent 22 per cent more for 
newspaper, magazine and radio ad- 
vertising than in 1929, accompanied 
by a sales rise of 19 per cent; while 
sales for all other brands rose 250 
per cent with an appropriation in- 
crease of only 7 per cent. 

In 1929 Camel, Chesterfield and 
Lucky Strike captured 86 per cent of 
all cigarette sales but last year the 
proportion dwindled to 74 per cent, 
when the “big three” spent $16,823,- 
919 in advertising against only $7,- 
660,935 for all other brands combined. 
Despite their smaller percentage of 
the total, the “big three” are still ap- 
parently getting volume with a com- 
paratively smaller advertising ex- 
penditure than competing brands. 
Other highlights disclosed by the sur- 
vey included: 

Total cigarette advertising for 1937 
was about 50 per cent ahead of 1929, 
$30,754,854 against $20,806,235. 

Whereas newspapers in 1929 se- 
cured about 80 per cent of all cigarette 
expenditures, in 1937 that medium 
received only 62 per cent of the total 
spent. Magazines got 15 per cent of 
total cigarette expenditures in 1929 
and 19 per cent in 1937. Radio 
showed the most substantial gain of 
the three media, rising from 5 per 
cent of the total spent in 1929 to 19 
per cent last year. 


Big Three in 1937 


Of the “big three’’ Camel sales last 
year were 12.5 above 1929, while ad- 
vertising increased 340 per cent; 
Chesterfield sales last year were 46 
per cent ahead of 1929, while adver- 
tising rose 60 per cent; and Lucky 
Strike sales last year were about 6 
per cent ahead of 1929, with adver- 
tising reduced 15 per cent. 

Lucky Strike, the first of the “big 
three” to use radio, spent $472,872 
on the air in 1929, compared with 
$2,214,496 last year, by far the larg- 

(Continued on Page 29) 


TO JOIN AGENCY 


Arthur E. Tatham, who will cast lot with 
Young & Rubicam. 


Tatham Leaves 


Bauer & Black 
for Big Agency 


Chicago, May 20.-Arthur E. Tat- 
ham, advertising manager of Bauer & 
Black, Chicago, division of the Ken- 
dall Company, has resigned to join 
the Chicago office of Young & Rubi- 
cam, Inc., as account executive. The 
change will he effective between June 
15 and July 1. 

No announcement has been made 
regarding his successor. In the mean- 
time, C. K. Perkins, general sales 
manager, will temporarily assume re- 
sponsibility for the operation of the 
advertising department.. 


His First Company 


One of the most brilliant young ad- 
vertising executives in the West, Mr. 
Tatham has been with Bauer & Black 
ever since leaving college. He has 
been in the advertising department 
since 1929, and was made advertising 
manager in 1932. 

He is president of the Chicago Fed- 
erated Advertising Club, and has been 
unusually active in the work of the 
Association of National Advertisers. 
He was chairman of the program 
committee for the recent spring con- 
vention, and has been a member of 
important committees on window dis- 
play and copy-testing. 


Last Minute News Flashes 


zines. 


tion media under Mr. Wilson. 


newspaper readers. 


Schroeder Media Director for Blackett-Sample 

Chicago, May 20.—Blackett-Sample-Hummert, 

Lester H. Schroeder media director in its New York office. 
has been with J. Walter Thompson Company, Chicago. 


Inc., today appointed 
Mr. Schroeder 


Coyne School to Use 35 Magazines in Fall Drive 

Chicago, May 20.—Expanding its appropriation aggressively, Coyne 
Electrical School today O. K.’d a fall schedule embracing 35 leading maga- 
H. C. Lewis, president, said enrollments have spurted. McJunkin 
Advertising Company handles the account. 


McCann-Erickson Media Post to Wilson 
New York, May 20.—McCann-Erickson, Inc., today appointed E. F. 
Wilson director of media plans in charge of radio and outdoor as well as 
publication space. John K. Flanagan has been named manager of publica- 


Four A’s May Sponsor Study of Newspaper Readers 
Denver, May 20.—Frederic R. Gamble, executive secretary, American 
Association of Advertising Agencies, passed through here today en route 
to the Pacific Coast to study a plan to analyze income and occupations of 
The plan was suggested by John H. Weiser, vice- 

president, Botsford, Constantine & Gardner, at the Four A’s convention. 


TOO MANY WEAK 
ORGANIZATIONS 
IN ADVERTISING 


Consolidate for Strength, 
Fishbein Advice 


Chicago, May 19.—Dynamic Morris 
Fishbein, editor of the Journal of the 
American Medical Association, and 
one of advertising’s severest friendly 
critics, told the Chicago Federated 
Advertising Club in typical trip- 
hammer style today that advertising 
must do an effective job of house- 
cleaning on its own hook, or have 
government do a far more stringent 
and less intelligent job for it. 

No other solution presents it- 
self, Dr. Fishbein insisted. Adver- 
tising is a useful business tool and 
economically sound, but some of it is 
bad and some of it is definitely harm- 
ful, and those who use advertising 
and want to continue using it have 
no choice but to clean up the unclean 
portion of it or have all initiative 
taken out of their hands. 

“The advertising industry might 
solve this problem by setting up a 
czar, just as the movie and the base- 
ball industries have done. But I am 
not convinced that czars in the base- 
ball and moyie.indystzies haye been * 
the best possible solutions for thos: 
industries, and I do not believe a czar 
would solve the problem for the ad- 
vertising field,” he declared. “The 
effectiveness of any czar depends too 
much upon how much courage the 
czar happens to have, and on how 
much interference he has to contend 
with from the members of the in- 
dustry who have made him a czar. 


Need Strong Association 


“The solution for advertising 
would therefore seem to lie in the 
development of one powerful organi- 
zation possessing the prestige and 
the force and the power to put over a 
real program of self-regulation, and 
strong and important enough to 
make that program mean something. 
Right now, the advertising field is 
badly over-organized, just like the 
medical field. It has many associa- 
tions and organizations, but not one 
powerful enough to set up an effec- 
tive regulatory program for the 
whole field and make it stick.” 

Running briefly through the his- 
tory of attempts, both by legislation 
and by private enterprise, to regulate 
advertising, particularly advertising 
of patent medicines, foods and cos- 
metics, Dr. Fishbein asserted that the 
Wheeler-Lea act is the first legisla- 
tion that really has serious teeth 
in it. 

“We will begin to see the results of 
the Wheeler-Lea act in a very short 
time,” he declared. “This law really 
has a set of teeth, and you had all 
better study it carefully, because it 
has implications and possibilities 
that are extremely far-reaching. 

“But the Wheeler-Lea act is, I am 
certain, just an experiment in this 
field, and you can be sure that if it 
doesn’t work satisfactorily it will be 
revised or amended so that it can 
perform an important job.” 

On the other hand, the present S. 5, 
which started out as the Tugwell bill 
and then became the Copeland bill, 
and has since gone through five com- 
plete revisions, “is so bad it won’t 
suit anybody, and even the Depart- 
ment of Agriculture doesn’t want it 
passed in its present form,” Dr. Fish- 
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ADVERTISING AGE 


May 23, 193g 


bein declared. “Nevertheless, sooner 
or later we will get a food and drug 
bill that will work and that will 
pass.” 


FTC Too Slow? 


The old cease and desist technique 
of the Federal Trade Commission Dr. 
Fishbein characterized as the “most 
innocuous method of trying to regu- 
late advertising that can be imagined. 
Under this method, it never seemed 
possible to get a cease and desist or- 
der out before the advertising cam- 
paign had run its course and some 
new appeal was taking its place as a 
matter of advertising routine.” 

Midol and the manufacturers of 
“ynethical proprietaries” came in for 
special scorching from the Fishbein 
torch, as examples of various types 
of advertising and business practices 
which he declared unsound, and 
in some cases harmful to the pub- 
lic, 


Doctor Gives Criticisms 


Listerine’s discovery of halitosis | 


Dr. Fishbein characterized as one of 
advertising’s ‘million-dollar ideas” 
which wasn’t so hot; whereas the 
discovery that tomato juice is second 
only to orange juice in vitamin C con- 
tent and the subsequent exploitation 
of this discovery in advertising the 
medical editor said was sound, sensi- 


MEDICAL ARBITER 


ry 


ble merchandising with a definite 
consumer-benefit angle. 

It would be folly to assert that the 
various consumer groups have not 
been guilty of excesses in their tear- 
ing down of advertising, he said, and 
in many cases they had definitely 


proven that their testing and re- 
search facilities were not even as 
good as those of the manufacturer | 
whose products they condemned. 
Nevertheless, he said, as far as the) 
consumer is concerned these organi- 
zations and services have a decided 
psychological advantage because 
“they have nothing to sell,’ as com- 
pared with the manufacturer who is 
advertising his own merchandise so 
that he can make a profit on its sale. 


' 
| 
| 
| 
} 
| 


New Roto Section 


. | 

for “Post-Dispatch” 
Effective May 22, the St. Louis 
Post-Dispatch will combine its maga- 
zine and rotogravure sections in a 
new section called “Pictures” and 
containing a minimum of 20 pages 
weekly. Some of the features for- 
merly carried in the magazine sec- 
tion will be transferred to the new 
supplement, four pages of fiction be- 
ing included. 
The base rate is $1.10, the same} 
rate which formerly applied to roto- | 
| 


gravure. 


Completes New Film 


Aluminum Company of America 
has completed production of a motion 
picture portraying all phases in the 
making and selling of aluminum. 
The picture is to be shown to inter- 
ested groups by the United States 
Bureau of Mines. 


“WHERE BUSIN 


The following statement entitled ‘Where Business Is Best’ and 


ESS IS BEST’ 


reproduced by permission from Babson’s Reports, issue of April 


the accompanying graph ‘Sales Opportunities by States’ are | 
| 


11, 1938. Of the 14 states of the South, 11 are included in the 


group now showing most favorable sales opportunities: 


“The chart on this page shows how the various 
parts of the country line up with respect to the 
general business situation in comparison with a 
year ago. At the left are the states where condi- 
tions are relatively most strong and active. At 
the right are localities which are comparatively 
unfavorable. In making these ratings we have 
taken the latest available statistics of general 
business as compared with the corresponding 
period of last year. This reflects the trend of the 
locality's major industries. Such a survey should 
be of help in laying out your advertising and 


SALES OPPORTUNITIES BY STATES 


collections. 


South... .” 


selling campaigns, and in handling credits and 


“Broadly, this chart points to relatively favorable 
conditions in most of the Souther States. In the 
Northwest is another region where the local situ- 
ation is somewhat above the national average. 
For the farming sections in total, it is estimated 
that Government payments to farmers during the 
next three months may be double the amount 
for the same period a year ago. Of the half bil- 
lion AAA cash to reach farmers between now 
and July, some $250,000,000 is scheduled for the 


BABSON'S REPORTS 


IN THE SOUTH 


It's in the towns of less than 10,000 popula- 
tion where retail sales are most strongly in- 
fluenced by cash farm income—$2,151,947,- 


000 in 1937, $250,000,000 in AAA cash “be- 
tween now and July,” millions being re- 


ceived regularly each month from the sale of 
crops, livestock and livestock products. It’s 
this big rural market that’s building sales 
opportunities in Southern states. 


To influence sales in this territory manu- 
facturers are choosing Progressive Farmer, 


BIRMINGHAM 


250 Park Avenue 
NEW YORK 


“IN THE RURAL SOUTH, IT’S PROGRESSIVE FARMER” 


the South’s Leading Farm-and-Home Maga- 
zine, because it affords at once (1) wide cov- 
erage (2) dominant influence, and (3) econ- 
omy of coverage not equalled by any other 
publication in this field. 


Progressive larmer 


Gand Southern Ruralist 


RALEIGH MEMPHIS DALLAS 


Daily News Bldg. 
CHICAGO 


by 
3s ane inn Aa 


LANDON MEETS AN OLD FRIEND 


Alfred M. Landon, of Kansas, at Inland Daily Press meeting in Chicago. 
Standing, E. H. Chapman, IDPA president, and A. W. Glessner, Galena 


Gazette. Sitting, Frank Milligan, 


Fort Scott Tribune Monitor, and 


Col. Frank Knox, Chicago Daily News. 


PROMOTION AND 
COOPERATION IN 
IDPA SPOTLIGHT 


Chicago, May 18.—Members of the 
Inland Daily Press Association were 
urged today to take immediate action 
toward regaining linage, not only by 
strengthening their promotional ef- 
forts, individually and cooperatively, 
but by increasing the amount and 
value of merchandising service 
offered advertisers. 

Heading this session on promotion 
was Jacob A. Albert, promotion man- 
ager, Detroit News. Others on the 
program included Claire Marshall, 
Cedar Rapids Gazette, and president, 
Iowa Daily Press Association, who 
discussed the Iowa-Illinois Five Point 
Plan; Arthur E. Meyerhoff, Neisser- 
Meyerhoff, Inc., who offered an an- 
swer to “What Cooperation Should a 
Newspaper Give to a National Adver- 
tiser?” and Milton R. Miller, general 
manager, Daily News, Batavia, N. Y., 
who spoke on “Dramatizing the 
Newspaper’s Local Advertising Ap- 
peal.” 

Competition from radio advertising 
was the major topic at a final “Ques- 
tion and Answer Hour,” presided over 
by Clinton F. Karstaedt, secretary- 
treasurer, Daily News, Beloit, Wis. 

The meeting swung into full stride 
today after relaxing yesterday to 
hear Alfred M. Landon, erstwhile Re- 
publican Presidential candidate, 
speak on freedom of the press at the 
opening luncheon. The appearance 
of Mr. Landon attracted notables 
from outside of the newspaper field, 
as well as many within. 


Clean Columns First 


Mr. Albert, an advocate of thor- 
ough and varied promotion, never- 
theless emphasized that this alone is 
insufficient unless the newspaper is 
like “Caesar’s wife,” free from sus- 
picion as to the content of its col- 
umns. 

He asserted that newspapers are 
threatened on two fronts; the first 
being competitive media, the second, 
the fact that “people are viewing 
newspaper columns with more suspi- 
cious eyes than before.” 

A subscriber who does not get full 
and impartial coverage of the news 
in the paper he reads cannot be 
blamed for discarding it in favor of 
the radio, Mr. Albert declared. He 
added that while subscribers’ inter- 
ests should come first among those 
served by the paper, “it is a fact that 
there is some divergence.” 

Promotional activities should be di- 
rected as though advertising space is 
a commodity, he commented, stress- 


(Continued on Page 25) 


Whedler- Les 
Act Includes 
Sales Talks? 


Washington, D. C., May 19.—State- 
ments made by salesmen may get ad- 
vertisers into difficulties under the 
Wheeler-Lea Federal Trade Commis- 
sion amendment, James A. Horton, 
chief examiner of the FTC, said here 
on the eve of the day when the new 
law takes effect—May 21. 

While no definite decision on this 
point has been reached, Mr. Horton 


| said that the new law gives the FTC 


sole determination of the facts in 
each case, and that an advertiser 
thus might be held responsible for 
overzealous claims of salesmen under 
Section 12a. 


Wording of Act 


This section makes it unlawful “to 
disseminate, or cause to be dissemi- 
nated, any false advertisement by 
any means, for the purpose of induc- 
ing, or which is likely to induce, di- 
rectly or indirectly, the purchase in 
commerce of food, drugs, devices or 
cosmetics.” 

Under this interpretation, a sales- 
man’s solicitation would become an 
advertisement. 

The FTC also pointed out that May 
21 will see 1,800 cease and desist or- 
ders which have not been reviewed 
by the courts become final. After 
May 21, no advertiser will be able to 
appeal a final order of the FTC to the 
courts unless he has filed a court pe 
tition for such review within 60 days 
after he has been served with a Com- 
mission order. 


The best road 
to public re- 
spect is pub- 
lic service! 


In Ballionore, its 


ON THE NBC RED NETWORK 


F DNAL REPRESE 
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ake T’S open season for taking pot-shots at the mind. ‘THIS WEEK was born into the cold, calcu- 
ton, " ; ee . + . 
here Advertising Manager. lating 1930’s—born with its sleeves rolled up. 
/ new 9 
this = 3 j . . : 
orton | Soon as the Big Boss calls for economy, everyone — Were glad you're watching your dollars today. © 
re says: “Let’s cut down on the advertising.” 


The other national magazines would be, too, if they 


rtiser 


e for And what can the poor A.M. do? could offer you full-color for anything near $1.46 


inder 


per thousand families. 


_ is 
+ aia, 8 


He can trot out those old, bewhiskered maxims 


ul “to 


seni about perseverance and sticking to your guns. We're glad you’re studying your sales map care- 
t by : ° . 

eter ; fully today. Concentration on the big retail mar- 
se, di- Or he can try the one about dull days being the 

ise In 


; ; . kets from coast to coast has always been one of our 
sealed time to increase the advertising. 
ne theme songs. 


sales- 
ne an 


Or he can show how, with less competition, the 


t May We're glad you want to test the effectiveness of 


st oF- advertiser gets a better break for his money today. 

lame your advertising today. That gives us a chance to 

ai All these old standbys are sound enough—but prove the dollars-and-cents value of “selling both 

gh somehow they never quite make the grade. There’s sides of the counter.” 

atid only one thing management understands in days 

a like this, and that’s not good-will or cumulative In fact, we just can’t get panicky about the hard- 
results or such. It’s sales—one hundred cents  eadedness of 1938's advertisers. Because, after all, 

id worth of tangible, traceable sales for every dollar THIS WEEK Magazine was designed for hard- 

7 spent in advertising. headed advertisers. 

: i 7 ¥ 

>: Which is probably why its 1938 advertising volume 
This emphasis on results sort of puts us media on compares more favorably with 1937 than any 

2! the spot. But here’s one magazine that doesn’t — other national weekly’s. 
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Agencies Fail 
to Consolidate 
and Boots Sues 


New York, May 19.—-As an after- 
math of the proposed merger between 
Erwin, Wasey & Co. and Frank Pres- 
brey Company, widely discussed in 
advertising circles last year, both 
agencies were named defendants in 


| been named to handle 


a $16,000 damage suit filed in New} 


York Supreme Court this week by 
N. J. Boots. 
The plaintiff asked the court to di- 


rect L. R. Wasey, president, O. B. 
Winters, vice-president, H. D. Wil- 
liams, vice-president and general 


manager, and A. G. Van Utt, secre- 
tary, all of Erwin, Wasey, to appear 
for examination. 

Mr. Boots, who is now employed 
by Frank Presbrey Company, charged 
that he was hired by both defendants 
to act as intermediary in transfer- 
ring certain accounts from Presbrey 
to Wasey, and that he was promised, 
but never paid, $16,000. 

Erwin, Wasey said in its answer to 
the suit that no agreement between 
it and Presbrey was ever satisfac- 
torily concluded. Charles Presbrey, 


president, Frank Presbrey Company, | 


told Apvertistnc Ace today that a 
deal between the two agencies was 
made but never carried out. 

Mr. Boots was formerly president 
of Kinderhook Distillers. His broth- 
er, Edmund _ Boots, vice-president, 
United States Steel Corporation, is a 
former employe of Erwin, Wasey. 


TODAY'S ADULT 
READING FASTER, 
Union Bank Account INLANDERS TOLD 


to Howard & Gymer 


Howard & Gymer, Cleveland, nas Movies to Revise Versions 
the advertis- 
of Reporters 


ing of the newly organized Union| 
Bank of Commerce, Cleveland, which 
succeeds the old Union Trust Com- 
pany. Newspapers and financial pub- 
lications will be used. Chicago, May 18.—The average 

Howard & Gymer has also heen| adult today reads his newspaper 
named to direct a radio campaign for faster and more thoroughly than in 


National Rug Company, Cleveland. neil ee ’ 1 we 
The agency has mcs to 522 Union | a von Prot. Guy T. Buswell, 
Commerce bldg formerly Union | of the University of Chicago, told the 


|Inland Daily Press Association here 
yesterday. 

Prof. Buswell’s report on adult 
reading habits was part of a program 
including a favorable prediction on 
future trends in newsprint prices, 


Trust bldg. 


Resnick in N. Y. 
Louis Resnick has resigned as di- 
rector of information, Social Security 


Board, Washington, D. C., effective| discussion of free publicity, radio 
— & Z — —— ond we shows and treatment of newspaper 
ork, as public relations counsel with : ‘ j - 

2 . : ; workers in motion picture stories. 
offices at 15 E. 26th street. Under P 


Addressing these sessions were Don 
Anderson, a member of the IDPA 
committee on newsprint and business 
manager of the State Journal, Madi- 


Resnick’s direction, the SSB is cred- 
ited with the most thorough selling 
job of any federal agency in the his- 
tery of the United States. 


he ae 


en 


FINISHED JO 


a “i 


Mf id é. 


...in this Billion Dollar Market 


The rich Southern New England market 
covered by WTIC rates a_ thorough- 
going, finished sales and advertising job 
from any advertiser who wants to make 
the most of its consistent billion dollar 


spendable income. 


Manufacturers have found that it pays 
handsomely to round out and polish up 
their sales and advertising programs with 
the help of Southern New England’s most 


popular station. 


Paul W. Morency, General Manager 
Representatives: Weed & Company 


WTIC 


The Travelers Broadcasting Service Corporation 


Just look at the record for WTIC in this im- 


portant area 


FIRST 


As you might expect from this impressive show- 
ing, WTIC ranks first in popularity with listen- 
ers in the Hartford area—in fact WTIC out- 
ranks the next most popular station by better 
than two to one! 


Write today for our interesting 32 page brochure giving 
full details on the Ross Federal Survey of WTIC’s pop- 
ularity and facts about the WTIC billion dollar market. 


50,000 WATTS 
HARTFORD, CONN. 


In Number of Network Advertisers 
In Number of National Spot Advertisers 
In Number of Local Advertisers 


e Member N.B.C. Red Network and Yankee Network 
e James F. Clancy, Business Manager 
e New York Detroit Chicago San Francisco 


—— 


INDIVIDUAL WATER BOTTLE FOR BABY 


Two of four new “baby gift" bottles being introduced by Miller Rubber Com- 
pany, affiliate of B. F. Goodrich Company, Akron, O. 


son, Wis., and H. Z. Mitchell, board 
member of the IDPA and publisher 
of the Pioneer, Bemidji, Minn. 


Teaching Methods Changed 


Explanation of the increase in 
reading speed shown by the average 
adult, Prof. Buswell said, dates back 
to 1915 when schools throughout the 
country began to change their tech- 
nique. 

Up to this date, Prof. Buswell re- 
called, it had been the custom to 
teach oral reading. Present emphasis 
is almost entirely upon silent read- 
ing, he said, enabling the reader to 
accomplish much more in _ shorter 
time. Prof. Buswell emphasized, how- 
ever, that newspapers, being directed 
at the masses, must take cognizance 
of the fact that their audiences in- 
clude many who read neither fast 
nor well. Avoidance of obscure 
words will do much to help this class. 


Newsprint Situation Reversed 


Reporting on newsprint prices, Mr. 
Anderson said that Canadian mills 
at present can produce much more 
paper than is demanded, a reversal 
of the situation which existed six 
months ago. 

Decision of the Great Northern 
Paper Company to hold to its $48 
price has also aroused some repercus- 
sions among the Canadians, he added, 
predicting that many of the latter 
would be forced to match this price. 

Although terming the question of 
free publicity for advertisers one of 
considerable importance, Mr. Mitchell 
said that it is a problem for individ- 
ual newspapers. 

Approximately one-fourth of the 
Inlanders at this session reported 
that their papers carry radio pro- 
gram listings. 

Mr. Mitchell also commented on 
the unfavorable publicity that news- 
papers have received from motion 
pictures in which reporters or edi- 
tors are portrayed as “bums.” This 
type of representation will hence- 
forth be banned by Will Hayes, mo- 
tion picture “ezar,” Mr. Mitchell 
said. 


Merger of Allegheny, 


Ludlum Steel Approved 


Formation of Allegheny Ludlum 
Steel Corporation by merger of Al- 
legheny Steel Company with Ludlum 
Steel Corporation has been approved 
by directors of both companies. 

The plan will be submitted to 
stockholders for approval in the near 
future. 


“Paper World” Absorbed 


by “Paper Industry” 


Paper World and The Paper Indus- 
try will be combined beginning with 
the June issue and will be published 
the 10th of each month by the Fritz 
Publications, Chicago. 

The publication will be known as 
The Paper Industry and Paper World. 


May Has New Post 


Walter W. R. May has resigned as 
manager of the Chamber of Com- 
merce, Portland, Oreg., to join Port- 
land General Electric Company as di- 
rector of industrial development. He 
is a former vice-president of the Ad- 
vertising Federation of America and 


was president of the Pacific Advertis- 


Six Advertisers 
Spend $500,000 


in Unique Tour 


New York, May 18.—The six major 
corporations who are sponsoring the 
current good will tour of the New 
York World’s Fair are spending up 
wards of $500,000 in this unique co. 
operative promotional tie-up, it was 
revealed by fair officials here today 

The tour, in which 49 automobiles 
are visiting each of the states and 
the District of Columbia, one to each 
state, is being underwritten by Gen. 
eral Motors Corporation, United 
States Steel Corporation, The Texas 
Company, United States Rubber Com. 
pany, and Yale & Towne Manufactuwr- 
ing Company. 


How It Works 


The cars are new Chevrolets 0: 
Buicks, bearing U. S. tires, and using 
Texaco lubrication. The trylon and 
perisphere, theme of the exposition 
models of which are being presented 
to governors of the various states, 
are made by U. S. Steel. Mayors of 
1,000 cities visited by the good will 
“couriers” are presented with a key 
to the fair, made by Yale & Towne 
The Texas Company also provided 
the drivers for the cars, which were 
routed by the American Automobile 
Association. 

The half-million dollar expenditure 
on this project by these cooperating 
companies does not include extensive 
collateral promotion, both locally 
and nationally. Newspapers, maga: 
zines, radio, window displays, souve 
nir literature, and outdoor advertis 
ing are being used. 


Wingfield on Own 


Sam. G. Wingfield, formerly wit) 
Kenyon & Eckhardt, New York 
agency, has opened an office at 24! 
Park avenue as public relations ani 
publicity counsel. 


Gets Arnold Furniture 
F. C. Arnold, Princeton, N. J: 
maker of fine furniture, has appointed 
Thos. P. LaMonica & Associates, Ne¥ 
York, as counsel on public relations. 


Just Published 
ADVERTISING 
IDEAS onan 


This new book gives you up-to-the-minute ! 
formation on what appeals, headlines, 0?! 
and layouts sell most goods. Contains 1" 
full-page illustrations, 428 practical method 
and devices. Tells you how to use contest 
premiums, coupons, comic strips, cartoons 
Shows you how to get sales by using 
appeal, babies, brides, self-interest, e¥ 
humor, horror, curiosity, etc. ; 

Says Fred Kendall, Editor of Advertising © 
Selling, in Foreword: “Book not only show 
you successful ads but tells you how to P 
duce successful ads. It will help artis* 
writers, advertising executives, teachers 4° 
students.” Read this new book 10 days Fre 
Just tear out this ad and write your nam 
address and business connection in the ™ 
gin and mail to Frank Dickman, McGra¥ 
Hill Book Co., 330 W. 42nd St., New Yor 
City. In 10 days either send $4 plus fer 
cents postage or return book postpaid. Ld 
pay postage on orders accompanied by te 
tance.) — 


‘ing Clubs Association in 1934. 
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number of people as the ability of those people to consume. 
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Although Nashville ranks sixty-ninth in percent of national buy- 


vin ing power .... Nashville is sxty-second in effective buying in- 
re come .... Forty-fifth in retail sales . . . . Second among all 
ions ali & +. % e e e ° ° 

Southern cities in per capita buying income... . First among all 
—— | major Tennessee cities in effective buying income. 
N. J. i . . 7 . 
pointe Upon the basis of quality Nashville ranks high among the mar- 
elation: kets of the Nation. Weigh with these facts the additional fact that 
nit you can reach and sell this exceptional market at one time and 
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| daily and Sunday strip bagneran | Sueres leg art, headed “Man’s Eye 

Sept. 11. Other licensees include! View.” This appeal to women to use 
/book publishers and manufacturers| Neet so as to be more attractive to 
‘of clothing, drug products, pens and|men is not new, but will be given 
| pencils, watches, gum, and novelties. | increased emphasis this season. Sec- 


7 
3 Enters Field 
ie 4 : j y 
wee f M r h ndise George W. Trendle, Detroit radio ex-| ondary copy theme is that Neet is 
oh eal o ercna ‘ecutive, operator of a chain of Para-| easier and safer than shaving. 


/mount theaters in Michigan, is the} Magazines on the schedule for Neet 


‘Lone Ranger’ 


i 


PICTORIAL NEWS TECHNIQUE FOR U. S. TIRES 


New York, May 18-——-The Lone 


originator and president of Lone 


Ranger and his familiar cry of “Hi-| Ranger Inc. 


yo, Silver,” 
juvenile entertainment over the air 
and on the screen, will soon embark 
upon still other forms of commercial 
sponsorship. Lone Ranger merchan- 


which won top rating as | 


| 
| 
| 


dise will be placed on sale the coun- | 


try over and a daily newspaper comic 


strip soon makes its bow, it was re 


vealed here today. 


A cooperative consumer advertising | 
campaign, which will enlist the sup- | 


port of a number of manufacturers 
new to the ranks of national adver- 
tisers, is planned for fall. Spreads in 
four national magazines, as well as 
extensive trade paper promotion have 
been tentatively scheduled. 

The theme of this cooperative 
drive, according to Raymond Spector, 
merchandising and advertising coun- 
selor, will be a “trading post,” which 
will include all of the products bear- 
ing the Lone Ranger name. Twenty- 
three manufacturers have already 
been licensed to use the name. 

Comic strip rights have been sold 
to King Features, and will include a 


Neet Stresses 
Man’s Eye View 
of Swim Girls 


New York, May 19.--Bolstered by 
an advertising appropriation three 
times as big as last year’s, the sum- 
mer campaign of Affiliated Products, 
Inc., Jersey City, for Neet depilatory 
breaks this month with 17 magazines 
on the schedule. The campaign will 
run throughout the summer. 

Copy theme for this year’s drive 
emphasizes the fact that women’s 
legs are especially conspicuous dur- 
ing the summer months and that any 
appearance of hair on them is dis- 
tasteful to men. Shorter skirts, sheer 
stockings, and modern bathing suits 
make “unsightly hair” an important 
problem, copy points out. 


First insertion in the campaign 


|include Canadian Home _ Journal, 
| Chatelaine, Cosmopolitan, Harper’s 
| Bazaar, Hollywood, McCall's, Modern 
| Romances, Modern Screen, Motion 
| Picture, Movie Story Magazine, Ra- 
dio Stars, Redbook, Romantic Maga- 


True Story, and Vogue. 


Monroe F. Dreher, 
agency. 


Lilienfeld Gets 


Inec., is 


Charles H. Lilienfeld has been ap- 
pointed advertising manager of the 
Chicago unit of National Tea Com- 
pany, according to an announcement 
by Andrew Duncan, director of sales. 


chain for eight years. 


| Form Leland Agency 


Cy Leland, Inc., general advertis- 


Leland, C. J. Leland, Sr., both of Fort 
Worth, Tex., and M. R. Smith, Jr., 
Lubbock. Offices are at 707 Burk 
| Burnett bldg. Cy Leland was for- 
| merly with WBAP, Fort Worth. 


“New York: |. A. KLEIN, INC. 


AFFAIR 


It is newspaper time. 


As they 


read, all boundaries are re- 


moved. These people become integral 
parts of the fast-moving world. The 
rape of China, the ever-alarming arma- 
ments race, a rising stock market, the 


touch. 


paper. 


is read by 


there may 


ment over 


Detroit newspaper. 


smack of a well-hit baseball, the heroic 
feats of Li'l Abner—all these things are 
brought close enough to reach out and 


The scene is legion in Detroit. 


For The Detroit News is a Home News- 
76% of its city circulation is 
home-delivered. 
read and enjoyed and believed by the 
entire household. 


In the Detroit trading area, The News 


Its pages are faithfully 


more families than any other 
Within these homes 
be friendly disagreement on 


many things, but there is no disagree- 


the choice of the family news- 


paper, for The News is a family affair. 


It is this personal interest by Detroit 
families that makes The News the log- 


ical medium for the advertising of your 
goods, a fact well bolstered by consult- 
ing the pages of The News any day. 


. The Detroit News 


THE HOME NEWSPAPER 


Chicago: J. E. LUTZ 


zine, Screen Book, True Confessions, | 


the | 


Chain Promotion | 


Mr. Lilienfeld has been with the! 


| 
ing agency, has been formed by Cy | 


- 
Fics SET esse, 


Borrowing an idea from syndicated pictorial features, U. S. Tire Dealers Mutual 
Corporation, New York, gives testimonials a new presentation in newspapers. 


New Three Hour 
Set-Up Planned 
for P&G Shows 


Cincinnati, May 18.—-Procter & 
Gamble Company today disclosed 
plans for concentration of a major 
portion of its network shows into 
three full hours, one on each of the 
National Broadcasting Company’s 
two networks, and a third over Co- 
lumbia Broadcasting System. 

The change, effective May 30, will 
give P&G a full hour over NBC, 9:45- 
10:45 a. m., CDT, for Ma Perkins, 
Story of Mary Marlin, Vic and Sade 
and Pepper Young’s family. Another 
NBC hour, 2-3 p. m. CDT, will in- 
clude Mary Marlin, Ma Perkins, Pep- 
per Young and Guiding Light. 

The CBS hour, 12-1 p. m. CDT, will 
include the Goldbergs, Road of Life, 
Gospel Singer and Vie and Sade. 


Fitch President 
of Des Moines Club 


Gail W. Fitch, advertising man- 
ager, F. W. Fitch Company, was 
elected president, Des Moines Adver- 
tising Club, at the annual meeting 
May 18. Jesse Faber, Equitable Life 
Insurance Company, was elected sec- 
retary-treasurer. 

Vernon C. Myers, promotion man- 
ager, Des Moines Register and Trib- 
une, Was named publicity chairman; 
Dick Thompson, Cownie Fur Com- 
pany, house chairman; R. A. Bock- 
hurst, Wormser Hat Company, mem- 
bership chairman, and Dwight James, 
attorney, chairman of the vigilance 
committee. 


Lyall Advanced by 
| American Airlines 
Herbert J. Lyall, Jr., Cincinnati 
district sales manager for American 
Airlines, Inec., will become assistant 
to the vice-president in charge of na- 
tional accounts in the Chicago office 
June 1. 
His successor will be Elmo Coon, 
Cleveland. 


Mrs. Hansel Injured 


Mrs. John Hansel, wife of the vice- 
president of N. W. Ayer & Son, was 
injured in an automobile collision 
near Philadelphia, May 17. 

Mrs. Hansel’s mother was danger- 
ously injured, while her daughter 
escaped with lesser hurts. 


Adams to Rickerd 


C. E. Rickerd, Inc., Detroit, has 
been appointed advertising counsel 
for Adams Products Company, De- 
troit, drug sundries. A test campaign 
is being prepared. 


—===3 


Kemp Stresses 
Tomato Juice 
for Cookery 


Frankfort, Ind., May 19.—Featur- 
ing the use of tomato juice in cook- 
ing, Kemp’s Sun-Rayed Tomato Juice, 
largest selling brand in the New 
York market, has launched a test 
campaign in that area. 

One of the first to use this new 
merchandising idea, which also pro- 
motes related selling for dealers, 
Kemp features the new “flavor thrill” 
of Kemp’s tomato juice added to 
tempting recipes, and offers a 24-page 
recipe booklet. 

The campaign is running in the 
Sunday magazine sections of the 
New York Herald Tribune and New 
York Times, the picture section of 
the New York News and the New 
York area edition of the American 
Home. Caldwell-Baker Company, In- 
dianapolis, is the agency. 


For KSEI and KFTI 


Bryant, Griffith & Brunson, Inc., 
has been appointed national repre- 
sentative by Stations KSEI, Poca- 
tello, and KFTI, Twin Falls, Idaho. 


Phillips Expands 


Edwin M. Phillips & Co., New York 
agency, has enlarged its quarters in 
the Graybar bldg. 
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tions, on all subjects, are avail- | | 


Thousands of ready-to-use illustra- 
able for your inspection. Write, 
wire or phone 
KAUFMANN & FABRY CO. 


425 S. Wabash Avenue * 


Telephone Harrison 3135 
106 West 43rd St., NEW YORK 


Phone Bryant 9-6682 i 
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John Taylor executives celebrate start as sixth year on KMBC 


daily broadcast of leading 
Kansas City department store 


’ eo aeee Pete al 
eee ake: 8 


begins 6” year on 
KMBC 


Lasting achievement in the use of radio for department store 
selling is rare. But in Kansas City, Joanne Taylor’s Fashion 
Flashes, at the start of its sixth year on May 2, continues to 
establish new records—selling more merchandise, making 
more friends, building new customers for 
its sponsor, John Taylor Dry Goods Com- 
pany. Thus, Joanne Taylor marks a mile- 
stone in American retail selling, and John 
Taylor’s takes its place as one of radio’s 
pioneer merchandisers. KMBC is glad to 
give wings daily to the voice of Joanne 
Taylor throughout the length and breadth 
of the rich KMBC market. 
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Mail Sales of 
Books Are Aid 


to Retailers 


New York, May 18.—National ad- 
vertising by publishers who sell 
books directly to consumers through 
coupon offers produces more sales by 
local booksellers than it takes away 
from them, James E. Schwenck, ac- 
count executive, Schwab & Beatty, 
Inc., told the American Booksellers 
Association here. 

Mr. Schwenck said that not all 
books can be sold by coupons, but 
that “books that offer specific self- 
help, such as cook books, books on 
salesmanship, personality, or danc- 
ing, possess selling appeals suffici- 
ently strong to sell through couponed 
advertising.” 


Tells Own Experience 


He gave five examples from his 
own experience to support his con- 
tention that this type of selling in- 
creases rather than decreases book- 
store sales. He quoted figures to 
prove that direct coupon sales never 
equal those made by bookstores, and 
that in most cases the latter sell from 


three to six times as many volumes 


'as are sold through coupons. 


Mr. Schwenck listed five reasons 
why publishers have found it profit- 
able to run national coupon cam- 
paigns for self-help books: they 
reach markets where there are no 
bookstores; they increase volame and 
cut down unit cost; they often take 
a small loss on coupon advertising 
in order to gain national distribution 
quickly and benefit by word-of-mouth 
mention; they can test copy; and 


can gauge the total market for a 
book. 
Mr. Schwenck discussed “How to 


Win Friends and Influence People,” 
which was extensively promoted in 
coupon advertising. The cost of this 
type of advertising was over $94,000, 
and upwards of 66,000 books were 
sold directly at a unit advertising 
cost of $1.42 for each $1.96 sale. De- 
spite this, bookstores sold 11 copies 
for each one sold by the publisher. 


Start New Agency 


The McCabe and Werner Advertis- 
ing Agency has been organized in 
San Antonio by William D. McCabe, 
formerly engaged in motion picture 
production on the Pacific Coast, and 
Arthur G. Werner, associated with 
the Lewis Advertising Agency, San 
Antonio, since 1935. Offices are in 
the Milam bldg. 


11 Magazines 
Denied Entry 
into Canada 


Ottawa, May 16.—Acting on com- 
plaints made last week by the na- 
tional youth movement and religious 
leaders, Revenue Minister Ilsley to- 


day announced that 11 magazines 


have been banned from Canada. 
Importation of the following will 
be prohibited: Romantic Detective, 
Actual Detective Stories of Women 
in Crime, Official Detective Stories, 
Front Page Detective, Weird Tales, 
Foto, True, Health and Efficiency, 
True Confessions, Romantic 
Secrets and Vivre d’Abord. 
All are published in the United 


States except Health and Efficiency 
which is printed in England and 


Vivre d’Abord, in France. 


Test Dealer Methods 


Graham-Paige Motors Corporation, 
“demon- 


Detroit, has established a 
strator” dealership at 3740 Cass ave- 
nue, as a proving ground for dealer 


sales ideas. Records are to be kept 
on all operations and will be made 
available to all the company’s deal- 


ers. 


“\ 

~~ 

lA 
* High spot in the nation’s enter 


tainment schedule is the Memphis 


Cotton Carnival, 


fiddlin’ bands competing from every 


section of the country. 


The Hill-Billy Band contest was 
won by Billie Walker and her Argo- 
tane Entertainers. More specifically, 
the Argotane Entertainers are spon- 
sored daily over WMC by the Argo- 


FIRST 


celebrated every 
May. High spot of this year’s Car- 
nival was the Old Time Music 
Makers contest, with hundreds of 
musical organizations and champion 


tane Division of Plough and Com- 


pany, Inc. 


Significantly, this group 


is a WMC production, a product of 


our program building department. 


Which should give you an idea as 
to the quality of WMC programs... 
and the way they're received by the 


listeners. 


5,000 WATTS—DAY 
1,000 WATTS—NIGHT 


Owned and Operated by 


FIDDLIN 


P.S. We have an idea that 
this should be reflecting real 


sales for Argotane. In fact, 
we KNOW it is. 


WZ, 
cole 
OO 


THE COMMERCIAL APPEAL 


NATIONAL REPRESENTATIVE: THE BRANHAM COMPANY 


MEMPHIS—THE NATION'S SAFEST CITY 


Love 


|}men’s Group, 


IN DUST BOWL 


Jack Holland, Norge sales star, with 
gas mask and H. A. Barnard, vice-presi- 


dent, Brown Electric Company, Okla- 


homa City. 


Sener Will 
Bring Drive 
on Deodorant 


New York, May 19.—-With a new 
|}owner, a new copy theme, and an 
expanded advertising budget, promo- 
tion for Dew deodorant will appear 
in 33 national magazines and two 
Sunday newspaper magazine sections 
throughout the summer months, it 
was learned here today. 

Pearson Pharmacal Company, 
which bought out Dew Cosmetics, 
Inc., two months ago, is planning 
small space insertions built around 
the theme, “Dew will keep your se- 
cret,” and featuring all the situations 
in which a woman perspires. 

Besides The American Weekly and 
This Week, Dew promotion will ap- 
pear this summer in Fawcett Wo- 
Macfadden Women’s 
Group, Modern Magazines, Screenland 


Unit, and the following: Cosmopoli- 
tan, Good Housekeeping, Harper's 
Bazaar, Holland’s Magazine, Ladies’ 


Home Journal, 
Call's, Parents’ 


Mademoiselle, Mc- 
Magazine, Photoplay, 


Pictorial Review, Picture Play, Red- 
book, Simplicity, True Story, Vogue, 
Woman's Home Companion and You. 

Kimball, Hubbard & Powell, Ine.. 


has the account. 


Newsdealers Enlisted 


in Screen Test Drive 

Point of sale promotion aids in 
55,000 newsstand outlets will supple- 
ment the efforts of 50,000 Univex 
camera dealers in the Hollywood 
screen test campaign sponsored by 
Universal Camera Corporation, War- 
ner Brothers and Picture Play. Full 
details of the drive were published 
in ADVERTISING AGE, May 16. 

In addition to furnishing window 
banners and posters, the magazine is 
offering 103° prizes, including three 
round trips to Hollywood with all 
expenses paid and_ screen _ tests. 
Prizes will also be awarded to store 
managers and clerks who sell film to 
the winning contestants. 


Frantz to Sales Post 
Emerson Frantz, associated with 
the company since 1915, has been ap- 
pointed general sales manager of 
Bohn Aluminum and Brass Corpora- 
tion, Detroit. He was _ previously 

manager of the bearing division. 


Kennebec to Wyatt 
Old Kennebec Distilling Company, 
Frankfort, Ky., has appointed Burton 
Kk. Wyatt & Co., Atlanta, as its 
agency. Wyatt has also secured the 
account of Buffalo Springs Distilling 
Company, Stamping Ground, Ky. 


Gets Wells-Treister 
Wells-Treister, Inc., wholesale fur- 
rier, New York, has placed its ad- 
vertising account with Hicks Adyer- 
tising Agency, New York. Francis 
Marquis will be service executive. 


Scott-Telander Moves 
Scott-Telander Advertising Agency, 
Milwaukee, has moved from 312 E. 


Wisconsin street to the John Marin- 


a 


Too Many Laws 
Given the Onus 
for Depression 


New York, May 17.—Requirementg 
imposed upon sales managers by leg. 
islation such as the Robinson-Patmap 
act, the Tydings-Miller law, and the 
Wheeler-Lea act are hampering the 
normal flow of sales and therefore 
slowing down the whole economic 
machinery, Charles E. Murphy, at. 
torney and former president of the 
Advertising Club of New York, tolg 
the Sales Executives Club here to. 
day. 

“Sales produce orders, orders cre. 
ate production, production gives em. 
ployment, employment produces buy. 
ing power,” he said. “The sales 
manager can’t produce sales whep 
he’s concentrating on compliance 
with increasing legal requiremmnts,” 


Ramsdell Heads Club 


The annual club election held at 
today’s meeting resulted in the elec. 
tion of Arthur W. Ramsdell, sales di- 
rector, Borden Company, as pregi- 
dent. Other new officers include 


| Richard C. Borden, sales promotion 


manager, Borden Company, first vice. 
president, and R. D. Keim, vice-pregi- 
dent, E. R. Squibb & Sons, second 
vice-president. Harry R. White con- 
tinues as executive secretary. 

Dr. Paul H. Nystrom, president, 
Limited Price Variety Stores Associa- 
tion, retiring club president, was 
made a director. Charles J. Cutajar, 
president of the agency of that name, 
and F. K. Doscher, sales promotion 
manager, Lily-Tulip Cup Corporation, 
are holdover members of the board. 
A. C. Monagle, vice-president, Stand- 
ard Brands, Inc., and Ralph Rind- 
fusz, president, Periodical Publishers 
Association, were named to the board. 

Henry Simler, president, American 
Writing Machine Company, was 
elected secretary, and George P. 
Johansen, secretary and _ treasurer, 
Advertising Distributors of America, 
was elected treasurer. 


Supply House May 
Advertise Dentists 


If dentists favor such a campaign, 
an unidentified manufacturer of sup- 
plies will stage a national advertis- 
ing effort to make the dentist’s work 
more clearly understood and appre- 
ciated. 

A survey among Eastern dentists 
is now being conducted to ascertain 
professional reception to the project. 
Per capita expenditure for oral care 
is said to be only $3 yearly. 


Joins “Space & Time” 
“"Mary Fran Jones, formerly with 
Batten, Barton, Durstine & Osborn, 
Inc., has joined Space & Time, New 
York news-letter, She will take 
charge of promo 

— 


Broeder Gets Two 


Clifford F. Broeder Agency, St. 
Louis, has been retained by Bubble 
Up Company and Cleo Syrup Corpo- 
ration, St. Louis. 


Humphrey Heads Sales 


Robert L. Humphrey, active in ad- 
vertising and sales promotion in Dal- 
las for several years, has been 
appointed sales manager of the Per- 
fection-Aire Corporation there. 


Opens N. Y. Office 


H. B. Humphrey Company, Boston 
advertising agency, has opened @ 
New York office at 60 KE. 42nd street. 
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SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 
offers advertisers an annua 


HUNDRED MILLION DOLLAR MARKET 


through its coverage of wholesalers and 
tailers who sell seed and other forsieuttaral 
and agricultural items to 41,000,000 fa 
and suburbanite customers. ft this 
We will gladly give you an analysis © 
field as it applies to your business. 


SEED WORLD 


Published every other Friday 


ger bldg., 411 E. Mason street. 


223 W. Jackson Blvd. Chicago. Il. 


lage ELLE Ml ct AP Ee at 


—_- -_- FF aa 


j ; = 3 5 ‘ - ; : , 7 oe Wi de 4 ; * Stage 
obs Z 
gfe we _ ee fe May 
= a fe : ee } , % ae 
ee =~ eae -_———- sie ne oo i 
: = ae * eee ' Ross: ie 4 
j : ae he 3 | ; 
: 2 re ‘* 
. ; q a , os 
* ON 
a m ; 
, gas 
| ‘ -,.e 
es » eae rc. . bb 
sede @ ae oe me fi cy 
a a ry } R ; : z ere Bs a ci at 
Yeemeal | Snes ey & ay. ye ae, RS 2 3 
Pads age 5h: SER oe Se OR Ra \, 
“6 ee ae, a Pp Renae a ge tie 
Wen Matic te. 2 ie = Bae ee pee Ee ss RP. 
cree” ee ae ee 
he Pe aanle e. aeee ee aie i ete Sag, ea ee FL tae Ee Oe Ben? - 
sai | rc COR ‘ 
Pe } oe 
Bz eartat | 
MAG one | 
game eel: Mail ee —————— 
ete er ee Po 
BES on ae 
| EE a 
Pus eee | ' 
oe red apes : . 
alee snaps Sih ¥-s 
i 5 ‘ ~ / 
Day re sy 
eo ae / 
ee eee 
ees ta 7 yy! 
Be eee } | 
Fa oe E ood : By om Ke ‘cial 
gi eee hr 8 ‘ ee t 
. ee . - 
ea 3 poem 
Bs Pt - . Send 
ee, ’ se i rome 
— ‘3 e 
1 P ae 
; ds, ‘ ores hey 
oes 7 = ta 7s iF 
“3 4 Selita 3 Pre 4 
“oa aoe a age coe PIN ie i. Dh} Ete he g i 
Soe ae Le a aE: Mee 4 outs " 
| - if 
re >< 
Ree 4 - Re, -— =- 
pion e AN OT. y sf & — Pe oe 
aa od Be 
ae be oa u /, & SS 7 yw a =), 
seas <p SS * # i 
Be Se a aie A/- = e 4 
Se al ayn SE ra Pah 
AS is 7 /, “NU a ) 
Be, See ce ~ Ne = y \ ' ; 
“alate airs \ ie," C\ 
age \) | x yA | 
ane j } yi if 
sts tape hod ea, 
ae Thea t \ 
; 3 ; . if Po po 
Pele tes . 
Bee ee 
SNe 
eas . . 
ee a LE 
™ a * al : 
{2 i 
ee aes ie + ig e ¥ ‘ my | | | 
saith ‘ " 0 RS \ e * Basti i —— 
Set : “a | 
% ; ec ee . 
Tp. a eS me” id. 
2 ape - Plas: toc eee a ee: SS * 
Rae ae. a ey ae ee 
dooms _ a ey i ieee ¥ SS 
ns .. : a Seagal =. \ 
Tea. wok } * Bis: dees ; 
io Seagal -— 8 Stl Pees 4 
a - 7 RR E 
sige are ie Cee. oS eee oars 
a bee Se tine some See Apert co Soi eh os 
ee Cue a Soha | ee ee mle tees ate oat alee ior Bae 
Be RUN Ve Conan lM Nie ak i fe PERG Mae Gulon ek ener ic Mee: 
ESE: a, Mics gene 1 lig Pov e ms 
ie — . ae t howe 
ae ne By De a ee eee ae ie yaa 
eS eeeeeSCi ae ] 
Sees a | 
. Ee ees | s 
<a an - | 
or ohige | 
a, : ( 
a 
m t 
: Bir % } 
ihe | yn perce 
ee — —_ 
Be ia 2 
et ate 
a —= 
ei me hh Sas y . 
a ee 
aa os 
ee: a 
ee ee 
sa ae MES ie ¢ | 
= a ae 2 
> gun : at Bo 
Se We sa ms ; 
ers “gal “5 
eee 
Sa ae 
Bee i AA / | 
ae gone ee Bes LEAST Be STARR PS PESTS ETS EERSTE RETEST Te DALLES TERT PS ESTES ES EES REE DEERE ER TESTE ASRS EES ERT ESSERE STES TESTER SER EERSTE EES OA SERS ER TESTIS IOPS TESST TATE SEESERSESSTESSIEIENE | BER HIP >, a. EE. t / 
Pe pas ee mS 
SS ne: 3 State Py 
: bane a ; 
7. oe 2 re Bs oe i 
en wee Se 7 y $ re : IER Gia 
Ly ee ae ye < \ ‘ 5 (Pas . - . 4 i ‘ : . % 3 Rie ree as : oe y ete: erased wilt Ye ig elee, = P a ri > et ” 7 
my * es Diehl : a5 S a . Spas * Cet eas Sere It 2 aes! aeetran . } ot SPs =e ape 4 * a Be ' % aay oe 5 i hab: et : 7 : : ; 2 a So PRE, aye ee ig . te Rote ees ‘ : Eee os Be eae 


ll 


| 
. 
. 


May 23, 1938 


ADVERTISING AGE 9 


, 


<a 


WONDER BREAD 
FOR QUICK © 
ENERGY. 
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“We have used Associated Weekly color as the back-bone of our 
Pacific Coast newspaper advertising continuously during the past 
five years. This long record of insertions shows we believe Asso- 


ciated Weekly has helped materially in the sale of Wonder Bread.” 


When the Continental Baking Company first introduced Wonder 
Bread on the Pacific Coast they had: 


1. AN OUTSTANDING PRODUCT 
2. A WELL-ORGANIZED, AGGRESSIVE SALES FORCE 


They immediately began searching for the third vital part of any 
successful advertising program —worthwhile advertising media. 


After exhaustive checking and testing the Continental Baking 
Company selected Associated Weekly as the spear-head of 
their Pacific Coast newspaper advertising. Through Associated 
Weekly they placed color in the better-read Sunday magazine 
sections of the leading newspapers in each of the great western 
markets... combining it with local newspaper and radio adver- 
tising in the same markets. 


Today, as a result of this well-rounded program, Wonder Bread 
is a leading brand in almost every western market. Associated 
Weekly played a big part in building this consumer demand. 


That’s the job Wonder Bread has done in the Pacific Coast States, 
using Associated Weekly steadily for five years. That’s the job 
Associated Weekly can help you do, too! = i ts 


Associated Weekly dominates the largest exclusive Sunday audi- 
ence West of the Rocky Mountains. Why not contact one of our 
offices, give us a test campaign to prove our point... allow us 
to help you as we helped the Continental Baking Company. 


ov Fic & Sy NEW yOoRK . CHICAGO 


ASSOCIATED WEEKLY IS THE ALL-INCLUSIVE NAME FOR THE MAGAZINE AND COMIC SECTIONS OF THESE 12 LEADING SUNDAY NEWSPAPERS 


SAN FRANCISCO CHRONICLE 
PHOENIX, ARIZONA REPUBLIC 


SACRAMENTO UNION 
TACOMA NEWS.- TRIBUNE 


OAKLAND TRIBUNE 
PORTLAND OREGONIAN 


* SAN FRANCISCO + LOS ANGELES 


LONG BEACH PRESS- TELEGRAM + 
SPOKANE SPOKESMAN-REVIEW 


LOS ANGELES TIMES 
SEATTLE TIMES 


SAN DIEGO UNION 
SALT LAKE TRIBUNE 
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Quaker Hosiery 
Concentrates 
on One Thing 


New York, May 19.—Sharply de- 
parting from the orthodox hosiery 
insertion featuring a clothed or 
partly clothed model, the current 
campaign of Quaker Hosiery Com- 
pany, Philadelphia, employs full-page 
drawings of a single pair of legs, fo- 
cusing consumer attention upon the 
product sans layout or copy distrac- 
tions. 

The picture of a smartly groomed 
young lady pulling up her skirts to 
reveal an expanse of leg and hose 
diverts consumers’ attention, accord- 
ing to Husband & Thomas, agency 
for Quaker. In the “leg insertions” 
there is no competition from the 
dress, hat and hair stylings of the 
model. 

The copy is also kept to a mini- 
mum to give full emphasis to the air- 
brush drawings of the product. “Legs 
are young in Quaker stockings,” fur- 
nishes the theme. Full pages in black 
and white appear monthly in Har- 
per’s Bazaar, Photoplay, Pictorial Re- 
view and Vogue. The drawings are 
by Petty. 


Plans Wall Paper Show 


Wall Paper Institute will hold its 
national Wall Paper Style Show, at 
which 1939 designs and colors will be 
exhibited, from July 18 to 22 in the 
Waldorf-Astoria Hotel, New York. 
The institute’s annual award for the 
most outstanding contribution to the 
stimulation of better home decoration 
is to be made during the show. 


Nelson Vice-President 


C. E. Nelson has joined O’Dea, 
Sheldon & Canaday, Inc., New York, 
as vice-president to supervise retail 
merchandising work. He was. for- 
merly account executive with Lord 
& Thomas, and prior to that was a 
director of Calkins & Holden, Inc. 


Great Eastern Moves | 


ireat Eastern Advertising has 
meved to new and larger quarters at 
1819 Broadway, New York. William 
J. Kelly and Horace F. Rugg have 
joined the agency as account execu- 
tives. Melvin H. Umane is now as- 
sistant production manager. 


Wilson Promoted 


Marshall Wilson, formerly assist- 
ant to the advertising manager, Bur- 
gess Battery Company, Freeport, III., 
has been named division manager 
with headquarters in Fond du Lac, 
Wis., succeeding the late R. J. Har- 
ris. 


Crossley Shifts Ward 


Crossley, Inc., New York, national 
research organization, has appointed 
James A. Ward, formerly in charge 
of consumer index, manager of its ra- 
dio division. 


Bartholomew Moves 
Ralph Bartholomew, Jr., illustra- 
tive photographer, has moved to 114 
E. 32nd street, New York. The tel- 
ephone number is Murray Hill 5-6232. 


Informality to 7 
Be Keynote of 
SNPA Meeting 


Chattanooga, May 19.—With only 
four formal addresses scheduled, the 
Southern Newspaper Publishers As- 
sociation will lay emphasis on timely 
round table discussions, according to 
the program for the annual meeting 
at the Edgewater Gulf Hotel, Edge- 
water Park, Miss., May 30-June 1, re- 
leased here today. 

All items on the program have 
been consolidated without reference 
to time and date, so that the presid- 
ing officer may call up any subject at 


any time during the three days. 
Thirty-seven items appear on the pro- 
gram. The Monday afternoon session 
will be devoted entirely to advertis- 
ing subjects. 


Col. Ayers to Speak 


Col. Harry M. Ayers, Anniston, 
Ala., will deliver an address on “Col- 
umnists and Calamity,” Major J. E. 
Crown, New Orleans States, will give 
“Tips to Publishers,” and other 
speakers on subjects not yet divulged 
will be Herman B. Deutsch, New Or- 
leans Item-Tribune, and C. E. Roek, 
president, Media Records, Inc. 

In spite of the crowded program, a 
reasonable amount of diversion will 
be provided. The golf tournament 
for members and guests will be held 
Tuesday afternoon. 


ca, 
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Palisades Opens Drive 


Palisades Amusement Park, on the 
Jersey side of the Hudson River, has 
started the biggest advertising cap. 
paign in its 26 years’ existence, ac. 
cording to Bert Nevins, advertigip 
and publicity director. New York and 
northern New Jersey daily Newspa. 
pers are being used to announce the 
opening of the park. Two hundreg 
outdoor boards as well as specig) 
electric signs have been contracteq 
for, and car cards in Jersey and Map. 
hattan and Bronx buses and trolleys 
are being employed. 


Agency for Whitney 
Whitney Chain & Mfg. Company 
Hartford, Conn., has appointed Sut. 
erland-Abbott, Advertising, Boston, to 
direct its account. Business paper, 
and direct mail will be used. 


Grand Coulee 


ahead! 


construction goes 


dam 


1937 farm income in 
Inland Empire 


S 


A S he 
OME markets get the breaks! The Spokane 
area is among the favored ones. Here strong 


upward forces have counteracted downward 
tendencies felt elsewhere. With seventy mil- 
lions already spent at Grand Coulee, a new con- 
tract let by the government the first of the year 
for $34,442,240 additional provides for contin- 
ued construction and big payroll. Receipts from 
1937 Inland Empire harvests, “most lucrative 
since 1930, are now being spent. Spokane area 


highest 
since 1930 


1937 mining dividends 
were 34.2% above 
1936 and 197.3% above 
1935. Lumber cut in 
1937 in this area sold 
for more money than 
the 1929 cut of the 
same mills; and pro- 
duction continues 
high. Spokane build- 
ing is chalking up rec- 
ords with March 1938 
permits numerically 


Region's mine div- 
idends in 1937 — 


34.2% above 1936 
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THE SPOKESMAN-REVIEW 


SUNDAY 


Advertising Representatives—JOHN B. WOODWARD, Inc.—New York—Chicago—Detroit—Boston—Los Angeles—Sa" 


MORNING 
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SPOKANE, | \ 
Combined Circulation More Thani 
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BACK TO 1933 
FOR BASIS FOR 
STUDY OF PRICE 


New York, May 17.—Research ef- 
forts by the drug industry to uncover 
comprehensive data on the effect of 
fair trade laws on consumer prices 
will go back five years to compare 
prices before the first fair trade law 
went into effect in California with 
new levels subsequently established, 


pr. E. L. Newcomb, executive vice- 


president, National Wholesale Drug- 
gists Association, said here today. 

The survey, to be conducted by the 
Druggists Research Bureau, will be 
financed by NWDA, National Asso- 
ciation of Retail Druggists, and drug 
and pharmaceutical manufacturers. 
NWDA and NARD have appropriated 
$5,000 apiece and have indicated a 
willingness to increase the amount 
if necessary. 


Seek Reason for Cuts 


In commenting on the study, Dr. 
Newcomb, who also serves as secre- 
tary of the research bureau, declared 
that “it is essential at this time to 
get the facts on the operation of the 
fair trade laws.” It is expected that 
the data uncovered by the study will 


be used to oppose anti-fair trade in- 
terests. 

“We know that there have been 
many drastic reductions in prices,” 
Dr. Newcomb said, “but it remains 
to be determined how much this is 
due to competition between manufac- 
turers and to fair trade stabiliza- 
tion.” 

The actual work involved in the 
survey will be under the direction of 
Professor H. J. Ostlund, instructor 
in economics in the school of busi- 
ness administration, University of 
Minnesota. Chairman of the bureau 
is John W. Dargavel. The bureau, 
which is to be reorganized for the 
fair trade study, was established in 
1927 and was active for a number 
of years in supplying 26,000 retailers 


with a variety of research studies on 
store operation. 

Announcement of this survey by 
the industry itself closely followed 
news from Washington that the 
Works Progress Administration plans 
a similar but wider study. WPA re- 
search will cover not only fair trade 
laws but also chain store legislation, 
loss leader laws, and any other state 


legislation which may have influ- 
enced trade and consumer price 
levels. 


Chain Prices Lower 
The Institute of Distribution, Inc., 
New York, has published a brochure, 
“Does the Consumer Save Money in 
Chain Stores?” answering in the af- 
firmative. Copies are available for 
10 cents at 570 Seventh avenue. 


dules in Spok 


highest in 28 years, first two weeks of April 
hitting an all-time peak. Federal Reserve 
report for January-February showed Spo- 
kane stores at top of list among cities west 
of the Rockies with sales equal to 1937. 
Auto traffic has increased 8.5% in the past 
year. Postal receipts for the first quarter 
are but 1.0% under 1937 and are 5.0% ahead 
of 1936. During used car exchange week 


Spokane sales were 23 
quota. Most lines of 
business are holding 
their own, some 
showing substantial 
gains over 1937 — all 
of which adds up to 
“A” schedules for The 
Spokesman - Review 
and Spokane Daily 
Chronicle, the dom- 
inant newspapers 
throughout this fa- 
vored territory. 


.0o% above the city’s 


Value of area's 
lumber cut in 1937 


en a 


greater than 1929 


~ = 


Spokane is bright spot 
in western retail 


trade picture 


pokane Onily Chronic 


EVENING 


NE, | WASHINGTON 
a" NIO,000 Net Paid Last 12 Months 


. Franciseo—COLOR REPRESENTATIVES—Sunday Spokesman-Review Magazine and Comic Sections—Associated Weekly 


~San 


AGENCY OFFICER 


Walter H. Baers, just elected secretary 

of The Buchen Company, Chicago. He 

was formerly manager of the Philedel- 

phia branch and more recently copy 

and contact executive in the Chicago 
office. 


SAYS BUSINESS 
PIONEERED IN 
EVERY ADVANCE 


Hamilton, Ont., May 16.—Business 
has been responsible for every im- 
portant gain made by labor in the 
United States and in many other 
parts of the world as well, W. J. 
Cameron, director of public relations, 
Ford Motor Company, told the Ad- 
vertising Affiliation Friday morning. 
Mr. Cameron, native of Canada, was 
given the post of honor as opening 
speaker on the Affiliation program. 
He was introduced by Don Allshouse, 
advertising manager, Northern 
Equipment Company, Erie, Pa. 

In the beginning, most of the evils 
of business were inherited from 
house crafts, Mr. Cameron asserted. 
And business was quick to eliminate 
most of these evils, because it recog- 
nized their inefficiency. 

Safety devices were installed be- 
fore unions ever heard of them, the 
Ford spokesman said. Labor itself 
opposed institution of short hours 
until industry educated it. 

Mr. Cameron said there is no rea- 
son for a depression in the United 
States. Attacks on business de- 
stroyed confidence, and “when con- 
fidence dies, everything dies.” 


Future of Canada 


Asserting that Ford Motor Com- 
pany would rejoice to see Canada 
become a strong industrial center, 
Mr. Cameron said it has all of the 
requisites, including business stand- 
ards even higher than those of the 
United States. 

Mr. Cameron concurred with a 
later speaker in the view that most 
goods are bought—not sold. Sales- 
manship, he contended, is merely 
education of the public, and that 
public goes back again and again to 
the man who helps it buy wisely. 
But nobody yet has learned to write 
truly informative advertising, he 
said. 

“The only profitable transaction,” 
he continued, “is one in which the 
buyer makes a larger profit than the 
seller. No advertisement should be 
printed unless it leaves the reader 
knowing more than before he started 
to read.” 

Mr. Cameron said that radio has 
made possible a new high in human 
asininity. 

“We have now reached the stage,” 
said he, “when radio ‘talent’—God 
save the mark!—has to spoof the 
sponsor to show the public that they 
are not deceived by his claims.” 


Lucas with Agencv 


Hugh L. Lucas, formerly in the ad- 
vertising department of National En- 
ameling & Stamping Company, Mil- 
waukee, has joined the service divi- 
sion, Hoffman & York, Milwaukee. 
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Checking Up on Fair Trade 


When the Miller-Tydings bill was’ 
‘enacted, making it possible for manu- 
facturers to establish minimum re- 
sale prices in all states having fair 
trade laws, national advertisers ap- 
proached the plan with the sincere 
hope that it would make for better 
conditions in the distribution of their 
products, assuring independent re- 
tailers of an adequate margin of 
profit, and hence justifying greater 
enthusiasm in stocking and display- 
ing advertised products. 

It is now time, it seems to us, to 
do some checking in order to deter- 
mine whether the objective has been 
realized, and whether manufacturers 
who have signed fair trade contracts 
in good faith have received the bene- 
fits which retail price maintenance 
seemed to promise. The law has been 
in effect long enough to permit such 
a check to be significant and reveal- 
ing as to what happens to national 
brands under fair trade laws. 

The drug trade has been the chief 
battle-ground thus far for nationally 
advertised brands versus. private 
brands not involved in price main- 
tenance. What has been the situation 
here, where the brands which are 
best known through advertising have 
been under direct and constant fire? 
Such organizations as Macy’s have 
attacked price maintenance on drug 
items as price fixing, and have en- 
deavored, with apparent success, to’ 
sell the public on the idea that only 
with “price-free’”’ products can the 


consumer get the most for his dollar. 

Some checks of the kind suggested 
have been made and are in process 
of being made. It may be premature 
to say that the test has shown that 
fair trade has failed to produce mu- 
tual benefits for manufacturer and 
dealer, but that is the way the situa- 
tion seems to be shaping up under 
the cold analysis of sales figures. 
This is a disappointing result, and 
while complete acceptance may not 
be in order, it is too important to 
disregard. 

What seems to be happening is 
that in many cases the retailer is 
using price maintenance as an um- 
brella which is being held over pri- 
vate brands, thus assuring the maxi- 
mum profit on the latter. The re- 
tailer is still impressed more often 
with gross profit margin than with 
turn-over and net profit, and hence 
the private brand, which can now be 
sold at a price which yields a far 
higher margin of profit than ever 
before, looks like an opportunity for 
real velvet. And many a dealer is 
proceeding to take advantage of the 
situation. 

Perhaps the tests which have been 
made thus far should not be regarded 
as final—but every manufacturer 
with a stake in price maintenance 
should make sure that he knows the 
situation as it affects his own line. 
He cannot afford to penalize himself 
for an abstract ideal which may not 


be workable in practice. 


National Air Mail Week 


The celebration of National Air 
Mail Week justified the attention of 
the advertising world because noth- 
ing else has speeded up advertising 
operations so much. New York, Chi- 
cago and San Francisco are days and 
hours closer because the air mail 
is winging its way through the skies 
on regular routes and schedules. 

The large volume of air mail now 
being carried emphasizes the general 
acceptance of this important service 
by business and the public, , and 
growing familiarity and appreciation 
will increase the number of users 
and the volume of business, thus 
justifying still further extensions in 
the amount and quality of service. 

Advertising profits through the 
more rapid distribution of advertis- 


ing materials, in which, of course, 
air express plays an important part. 
Some really remarkable records are 
being made in the rapid transmis- 
sion of mats, electrotypes and other 
printing materials by air, thus en- 
abling schedules to be met and cam- 
paigns released on a national scale 
with a speed which would have been 
out of the question only a few short 
years ago. 

Just as advertising has profited 
from the availability of air mail and 
air express service, so those modern 


| tools of business are gaining use 
j}and acceptance the more rapidly 
| (rough the employment of adver- 
-tising in acquainting the country 
with their advantages. Thus the 
| debt which advertising owes to avia- 
| tion is being repaid. 


“| knew you'd be pleased, honey—see 
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weed Ga 
8 tet 


a sll 


HOUSEWORK MADE EASY 


—Farm Journal. 
how | kill two birds with one stone.” 


Luggage Rental 

Here’s a new wrinkle, and one that 
seems to have possibilities. It’s a 
luggage rental service, which will let 
you. have $200 worth of “finest qual- 


Rent $200 value in finest quality matched 
luggage for $20, Save money to travel 
farther . .. stay longer. . . enjoy mére. ! 
Other attractive styles at even.lower 
rentals. Ask your travel agent, railroad 
or steamship line’ about our economical | 
service, or telephone Har, 7711 for free | 
descriptive folder No, |, Luggage de- 
livered to your door, 


ALL LUGGAGE ‘ON DISPLAY ~ 
LOBBY—310 S, MICHIGAN AY. 


ity matched luggage” for your vaca- 
tion, honeymoon or business trip for 
$20. This service should save much 
wear and tear on Uncle Oscar’s suit- 
case or Cousin Mamie’s overnight 
bag. The copy shown here ran in 
Chicago papers the other day. 


Old Favorite Returns 

To those of us who grew up on 
jokes, recitations and anecdotes built 
around Peruna, the large space now 
running for New Peruna in newspa- 
pers here and there recalls old times. 
Peruna was so famous in its heyday 
that it seems to us at least 80 per 
cent of the funny stories we used to 
hear had something to do with this 
product. We even recall a long and 
painfully pointless recitation in 
which Peruna appeared in every 
other line. 


No Comedy in Comics 

The St. Louis Star-Times is greatly 
concerned about the lack of comedy 
and humor in the newspaper “comic 
strips” it buys from syndicates; so 
greatly concerned that it is asking 
its readers for advice. The matter 
apparently came to a head several 
weeks ago when, in evaluating the 
11 comics on the comic page, the 
editors found only one which they 
classified as humorous, the others 
falling under the following classifica- 
tions: Fist Fight, Domestic Quarrel, 
Torture, Death, Murder, Arson, De- 
spair, Deception, Fright, Theft. 

“Should the editor drop a comic 
strip permanently when it overem- 
phasizes the horror or crime angle? 
And if so, how should he answer the 
complaints of the readers who want 
to continue it? 

“The dictionary,” says the Star- 
Times editor, “probably does not con- 
tain a word more inappropriate than 
‘comic’ to describe such a page.” And 
then he asks the following questions: 

“Should the editor continue run- 
ning an offending comic, and omit it 


on just those days when in his judg- 


Ad-libbing 


ment it transgresses the bounds of 
good taste? And if so, how should 
he answer the telephone calls of the 
irate readers who want to know how 
the lady hanging by her thumbs got 
down or how (or if) the ne’er-do-well 
pilot got out of the flaming, falling 
ship alive?” 

We haven’t seen the answers to 
these questions, but ‘we’re willing to 
wager that they haven’t clarified the 
situation for the perplexed editor. 


Jottings 

The Oklahoman and Times down in 
Oklahoma City have been having a 
lot of fun with an editorial feature 
based on the age-old appeal to “sass 
a cop.” The Oklahoman rushed to 
the defense of a local citizen who 
had been fined $6 for talking back to 
an officer, and launched a drive to 
collect contributions (not exceeding 
one cent) to pay his fine. After they 
had collected 3,500 pennies, they had 
to beg readers to let up.. . 

E. A. Kline & Co., maker of Medal- 
ist cigars, is sending a very flossy 
book, “It Ended in Sumatra,” to 150,- 
000 leading citizens, together with an 
introductory offer of 10 Medalist 
cigars, assorted sizes, for $1. A 
striking feature of the handsome 
book is a bound-in poster showing 
the complete line in actual size and 
color, very effectively embossed. 

The people who sell gas in Wil- 
mington, Del., believe in teaser ad- 
vertising that really is teaser ad- 
vertising. Just recently, the company 
used two-column space to present ten 
questions of “Prof. Squiz’’ on house 
heating. Gas was not. mentioned 
once, and the only signature was, 
“For the answers... Call Wil. 6211, 
at. BO.” 3. ys : 

S. D. Warren Company, the paper 
manufacturer, has gone into a new 
activity with the preparation of a 
series of business bulletins designed 
to explain American business, in sim- 
ple terms, to employe groups. They 
are supplying copies to business men 
on request. . 

The insurance companies seem to 
be doing an exceptionally good copy 
job: these days. Almost without ex- 
ception, insurance advertising, and 
particularly life advertising, seems to 
click from the standpoint of putting 
a message over both for insurance as 
an institution and the particular com- 
pany which signs the copy... 

Sidelight on the airlines’ promo- 
tion scheme of offering free passage 
to wives: unpublicized but very per- 
tinent problem that faced traffic ex- 
ecutives was whether to let eye- 
brow raising suffice when the femmes 
appeared arm in arm with their 
cross-country sires, or to demand 
marriage licenses. Regardless of the 
hair splitting, the stunt filled empty 
plane seats... 

Newspaper color is gaining in pop- 
ularity, as newspapers demonstrate 
ability to reproduce color ads satis- 
factorily. The Portland Oregonian is 
one paper doing a pioneering job in 
four-color run of paper printing by 
using editorial illustrations in full 
color on the first page. Some of the 
results have been remarkably effec- 
0). % 
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Information 
for 
Advertisers 


The following documents may » 
secured without charge from ¢op. 
panies sponsoring them, or through 
ADVERTISING AGE, by any national ag 
vertiser or advertising agency exegy. 
tive writing on his business lette,. 
head. 


No. 1352. ... to Shrink Space stip 
Further. 


In this new brochure, Columb, 
Broadcasting System gives detajj; 
concerning 14 new stations and 4 
major station improvements sing 
August, 1937. Stations of the Cana. 
dian Broadcasting System are jp. 
cluded, with information on their ug 
by CBS advertisers. 


No. 1353. NYSPApers—a Well Mon. 
eyed Market. 


New York State Publishers Agsogi. 
ation has issued this booklet of rate 
and market data for its 64 member 
papers, which are dailies covering ajj 
of New York State except the _New 
York City metropolitan area. 


No. 1354. Los Angeles, Key to the 
Southern California Market? 


This study, issued by Los Angeles 
Herald and Express, teils the market 
story of this area, with ‘analyses of 
population, sales and: their distribu. 
tion, industry and commerce and 
other factors. Several pages ‘illus. 
trate the scope of the paper’s | mer. 
chandising and home economics co- 
operation and dealer contacts. 


No. 1355. Complete Automobile Route 
List of Retail Grocers, Portland, 
Oregon. ; 

The Oregonian, Portland, has com- 
piled this route list of retail grocers, 
with a directory of wholesale grocers 
and buyers, chain store groups and 
buyers, wagon jobbers. and buying 
associations. 


No. 1356. Survey on Home Building 
and Home Improvement. 


Canadian Home Journal has issued 
this report on its third survey made 
with the help of the publication’ 
Reader Advisory Board, indicating 
the market for home -building and 
home improvement products. Paint, 
insulation, plumbing and roofing are 
tabulated as to present installations 
and plans for the future. 


No. 1327. Trends in Chicago Depart: 
ment Store Advertising 1932-1931. 


This brochure, issued by Chicago 
Tribune, offers a tabulation of de 
partment store advertising linage in 
1937 for Chicago dailies, with com- 
parative figures for 1932 and graphs 
indicating the trend, by newspaper, 
for total and individual stores, over 
this period. i 


No. 1320. A Survey of Buying Power 
and Newspaper Coverage of Dal 
las, Texas. j 
The Dallas Morning News and: The 
Dallas Journal have issued this folder 
which contains a zoned map provid: 
ing an analysis of homes, home-buy- 
ing power and the city coverage of 
these newspapers. The folder also 
discusses coverage of the cities and 
towns of the 37 counties in Dallas 
retail trade area. 


No. 1348. Your Primary Market— 
23,000,000 Women Who Sew and 
How to Reach Them. 

This study, issued by Simplicity 
Magazine, covers the home sewils 
market, showing the extent of pat 
tern sales, how the sewing machine 
ranks in importance with other home 
appliances, a tabulation of Simplic 
ity’s coverage, and the status of the 
average sewing woman reached by 
this publication. 


No. 1350. Route List of Retail Dru 
Stores in Denver. 


This pocket-size booklet, issued DY 


LZ, contains a cou 
Radio Station K notesale 


d_ local 
tail 


plete. list of retail and W 
druggists, and national an 
drug chains in Denver and its re 
trade area. 
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FINANCIAL LEADER 


Ray E. Bauder, president, Bauder-Baker, 
financial agency, elected president off 
the Chicago Financial Advertisers. 


N.Y. ACTS ON 
TAX RULING OF 
SUPREME COURT 


Seeks to Collect on Their 
Entire Revenue 


New York, May 19.—The advertis- 
ing revenue of all periodicals pub- 
lished in New York City was “dis- 
covered” this week as a new source 
of revenue when local tax officials 
announced they would follow the 
precedent set by the U. S. Supreme 
Court in the Western Live Stock- 
State of New Mexico case and sub- 
ject advertising receipts to the one- 
tenth of one per cent gross business 
receipts tax in effect here for the 
past four years. The ruling was 
made retroactive to 1934. 

In declaring the tax applicable to 
publishers of “newspapers, maga- 
zines, trade papers and periodicals 
selling advertising media,” Samuel 
Orr, special deputy comptroller, said: 

“Receipts from advertising involv- 
ing publications published in the City 
of New York and circulated both 
within and .without the State of New 
York are taxable even though the 
receipts come. from advertisers lo- 


cated outside the city or outside the 
state. 


Proration Is Barred 


“No proration is to be made by 
reason of the fact that the publica- 
tion is circulated or sold outside the 
territorial limits of the city or state. 
Furthermore, it is immaterial if the 
advertising contracts are solicited by 
salesmen working without the terri- 
torial limits of the city or state, even 
though such salesmen may be oper- 
ating from field headquarters located 
without the city which serve as cen- 
‘al points for the convenience of 
the salesmen or solicitors in adjacent 
territory.” 

Although publishers here said they 
had not yet planned a definite course, 
it Was indicated that legal steps will 
te launched to test the validity of 
the move. When the tax was first 
levied in 1934) it was generally as- 
‘umed that the only advertising re- 
“€ipts of a New York publication that 
Would be subject to the tax would be 
2 prorata share based on the ratio 
{ New York State circulation to 
‘otal circulation. 


Statler New Division 
of General Shoe Corp. 


Statler Shoe Company has been or- 
Baited as a new division of General 
,0€ Corporation, Nashville, and will 
: headed by L. D. Scott as sales man- 
fer. He was sales manager of the 


st Louis division of Endicott John- 
“0 Corporation for ten years. 
tetatler will manufacture men’s and 

*S work shoes and boots at a new 
“tory in Pulaski, Tenn. 


Council Issues 


Check List of 
Data for Labels 


New York, May 17.—Formulation 
of a definite procedure for the prep- 
aration of “informative labels” on 
consumer merchandise moved for- 
ward another step this week when 
the Consumer-Retailer Relations 
Council, formed a few months ago to 
study the problem, issued a tentative 
check list of data that might appear 
on labels of this type. The list was 
submitted to representative manufac- 
turers, retailers and producers with 
a request that the desirability of in- 


cluding each element be evaluated. 
Under the chairmanship of Harold 
W. Brightman, L. Bamberger & Co., 
the council suggested labeling infor- 
mation to cover such factors as com- 
position, construction, performance, 
use and care. At the same time, the 
council offered an analysis of the 
purpose and desirability of factual 
labeling from the viewpoint of con- 
sumer, retailer and wholesaler. As 
soon as reactions are received on the 
tentative plan submitted, the council 
will issue a publication on labeling 
for wide distribution to all interested 
groups. 

Members of the council include de- 
partment store executives as well as 
representatives of consumer groups, 
standards associations and _ trade 
bodies. 


To Join Metropolitan 


Douglas J. Murphey, director of ad- 
vertising and publicity for General 
American Life Insurance Company, 
St. Louis, and president of the St. 
Louis Advertising Club, will join the 
advertising staff of Metropolitan Life 
Insurance Company, New York, June 
1. Martin M. Mullen, assistant to 
Mr. Murphey, will- succeed him at 
General American. 


Bailey Heads IMNJ 


Kenneth W. Bailey, advertising 
manager of the primary battery divi- 
sion, Thomas A. Edison, Inc., has 
been elected president of Industrial 
Marketers of New Jersey, Newark. 
Sidney Cassey, Weston Electrical In- 
strument Corporation, wads named 
vice-president; William Gilbert, treas- 
urer and Richard Hayes, secretary. 


Coal to BBDO 

Batchelder Whittemore Coal Com- 
pany, Boston, has appointed Batten, 
Barton, Durstine & Osborn, Boston, 
as advertising counsel. Newspapers 
and radio will be used. In addition 
to Blue Coal, New England coke and 
oil, the company retails heating, in- 
sulating and air conditioning equip- 
ment, 


Plans Washer Week 


American Washing Machine Manu- 
facturers’ Association has set the 
week of Oct. 23 as National Washer- 
Ironer Week. 


Ayer Advances Casey 
Ray D. Casey, of the publicity of- 
fice of N. W. Ayer & Son, Detroit, has 
become public relations manager in 
the Chicago office. 


im Mc(ulloch 


knew 


Jim McCULLOCH ran a little grocery over in 
Mt. Vernon. He didn’t know anything about 


grocery stores when he bought it. He was pumping 


gas when the Soldiers Bonus came. He didn’t like 
to pump gas. His Scotch father had been a farmer 
and independent and the fever to be his own boss 
was in Jim’s blood. 


Jim had a full bonus. (Wherein he differed, Dear 
Reader, from some of'us.) He had a wife and a wee 
bairn of three. He worried over the ‘“‘Business Op- 
portunities” in the classified for days. So eager was 
he that he bought a grocery that assured $50 sales 
a day and produced but $25 when Jim moved in 


as.owner. It’s an old game. It works—even on the 


Scotch. if 


But Jim McCulloch was a born merchant. That 


was evident from the start. Housewives like to be 


. recognized. He learned that. He remembered their 


names. He learned their likes and dislikes. He 
catered to them. The $25 sales a day reached 
$50, passed it to $75. “He always calls me when 
the first strawberries arrive.” “He told me the 
cabbage was too new and fresh.”’ “‘He said to wait 
until Saturday for hig sale on canned pineapple.” 


Word-of-mouth advertising spreads fast and 
furiously, though “we as advertising men are 
loath to admit it. It spread for Jim McCulloch. 
Sales reached $100 a'day, passed that, and then 


when not to sell canned pineapple 


he knew the possibilities of his little district were 
past. If only more people lived here! He must be 


right! He must have something! 


Why not a market in the Bronx? So many 
more people lived there! And so it came to Jim 
McCulloch, this great truth, that to make sales 
you must go where people congregate in 


masses. 


In Oregon, a very large state, this “‘crowding’”’ 
has occurred in only one place—in the Portland 
trading territory. Over half of the state’s popula- 
tion lives here. Over 59% of the retail sales of 
Oregon are made here. In this area 66% of the 
income taxes are paid. And here where the people 
of Oregon have congregated, where your distribu- 
tion centers and is most complete, the Journal is 
outstanding in leadership. In circulation—reach- 
ing 10,290 more tamilies than the second paper— 
28,480 more than the third. In advertising—by 
almost two million more lines than the second 
paper in 1937! You'll find it, as others have, the 
one best medium in which to concentrate your 
advertising to sell a.concentrated market. 


THE JOURN 


PORTLAND, OREGON 
REYNOLDS-FITZGERALD, INC. 
NATIONAL REPRESENTATIVES 


NEW YORK + CHICAGO + PHILADELPHIA + DETROIT 
* SAN FRANCISCO + LOS ANGELES + SEATTLE « 
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Voice 


of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


PROMOTION MAN EXPRESSES HIS PHILOSOPHY ON LETTERHEAD 


TROY M. RODLUN 


Different 

To the Editor: The letterhead on 
which this is written was created by 
me, with .typography by Lester 
Douglas, printing by Rufus H. Darby 
Printing Company, paper by Crane. 
Every advertising man or printer 
who has seen it believes the descrip- 
tive sales message above to be a new 

idea as a feature of a letterhead. 

Troy M. Ropiun. 

> F v 


Stock Babies 


To the Editor: Your May 9 issue 
contained a couple of “weary” adver- 
tisements provided by Standish C. 
Marsh, of J. Walter Thompson Com- 
pany. 

The current magazine advertise- 
ment of Bell Telephone System, pic- 
turing a baby demanding a telephone 
in the house, may make that com- 
pany a little weary also. The reason 
is that its babe is the same as the 
one presented by the “weary” Cuti- 
cura advertisement. 

J. S. Epson, 
New York. 
vv¥segy? 


Advertising 

To the Editor: I should be grate- 
ful if you would send me your defini- 
tion of advertising in one sentence. 
I am urgently in need of this. 

JosEPH W. G. CLARK, 

Director of Sales, Cockfield, Brown 

& Co., Ltd., Toronto. 

[Editor’s note: In a contest con- 
ducted by ADVERTISING AGE several 
years ago, L. Hausman, American 
Safety Razor Corporation, Brooklyn, 
submitted this winning definition: 

“Advertising: The dissemination 
of information concerning an idea, 


1 BELIEVE in advertising your commodity or service 
to build economically for steady, not sporadic pro- 


for these organizations which have employed 


4000 Cathedral Avenue * WASHINGTON * DC 


Telephone Cleveland 4567 


service or product to impel action in 
accordance with the intent of the ad- 
vertiser.” 

Gilbert T. Hodges, New York Sun, 
one of the judges in this contest, 
later offered this composite defini- 
tion: 

“Advertising: The printed, written, 
spoken or pictured representation of 
a person, product, service or move- 
ment, openly sponsored by the adver- 
tiser and at his expense, for the pur- 
pose of influencing sales, use, votes 
or endorsement.” } 


7, F F 


Carnival of Swing 
(Not What You Think) 


To the Editor: When a newspaper 
gathers a thousand or ten thousand 
or a hundred thousand people at a 
Christmas party, or other festival, 
there is usually a lot of talk about 
the power of the press. 

I think this is only fair and just. 
Not for one minute do I want to take 
any of the glory of the Golden Gloves 
from the New York News and Chi- 
cago Tribune, but I do believe Mar- 
tin Block’s May 29 Carnival of Swing 
is worthy of comment as something 
being done by a radio station. 

Attendance will be well past 35,000 
—possibly as high as 45,000. 

LarRY NIXON, 
Station WNEW, New York. 


. + 


Gamma Alpha 
To the Editor: I hope you will 
give a little space to the national 
Gamma Alpha Chi convention to be 
held in Los Angeles in October, 1938. 
In addition, the Alpha Delta Sigma 
convention will be held in Los An- 


geles the last week in June during 
the convention of the Pacific Adver- 
tising Clubs Association. The boys 
have quite a program outlined and it 
promises to be an outstanding meet- 
ing. 
Mary Gist, 
National President, 2551 Sixth 
avenue, Los Angeles. 


vgsy¥s sy? 


Soon 

To the Editor: Quite a large num- 
ber of our students have submitted 
entries in your contest under the sub- 
ject “How Advertising Benefits the 
Consumer.” Several of them have 
asked me when and how the winners 
are to be announced. They feel that 
they would like to know who won, 
even if they may not be in on the 
money themselves. What answer can 
I give to their questions? 

Incidentally, may I commend Ap- 
VERTISING AGE for sponsoring such a 
contest. Our youngsters have put a 
lot of thought and work on it, and 
even if none of them wins a dollar, I 
feel that it has been a valuable un- 
dertaking for them and I am sure 
that it has helped the cause of adver- 
tising in some small degree. I trust 
you will repeat next year. 

H. H. PALMER, 
Dept. of Adv. and Selling, Syra- 
cuse University. 


7. F 


Born Again 
To the Editor: The Arizona Re- 
public and Phoenix Gazette have just 
gone through the throes of a rebirth 
in a broad $144,000 expansion pro- 
gram. Your readers may be inter- 
ested in the fact that the improve- 


EXPORTERS FORM INTERNATIONAL ASSOCIATION 


Officers and directors of the International Advertising Association, formed in New York. 
Powers, Joshua B. Powers, Inc., treasurer; T. W. Ashwell, Export Trade and Shipper, honorary president; E. T. Russell, 
National Export Advertising Service, director; D. de la Garza, Servel Electrolux; Peter S. Christie, R. B. Davis Sales Com- 


pany, vice-president; J. S. McCain, Business Publishers International Corporation. 


Seated, left to right, J. B. 


Standing, James North, General Foods 


Sales Company, director; George Reinberg, White Laboratories, director; Robert Otto, Export Advertising Agency; 
J. D. Bohan, Centaur Company, director; A. C. Gaylor, La Hacienda Company, director; S. F. Woodall, advertising man- 
ager, Packard Motors Export Corporation, president; W. R. Bickford, Export Trade and Shipper, secretary. 


ments include air conditioning in 

both office and mechanical depart- 

ments. 

While comfort and higher efficiency 

result from air conditioning, many 

press problems are also solved by it, 

so that newspapers have a double rea- 

son for its employment. 

FRANK E. Ross, 
Phoenix, Ariz. 


7 FT F 


Should Newspapers 
Censor Classified? 


To the Editor: An advertisement 
which ran twice last week in the 
“Help Wanted” column of a leading 
New York newspaper laid down these 
specifications: 

“Publicity man, alive, well informed 
young newspaper man who writes 
crisply, has had thorough experience 
on metropolitan daily and knows im- 
portant editors and columnists inti- 
mately.” 

With press agents operating in the 
manner of back-slapping wardheel- 
ers, it’s little wonder that the space 
grabbing profession is held in low 
esteem. 

To the uninitiated—and even to the 
executive whose industry might profit 
by a sound public relations program 
—that advertisement could give but 
one impression: that the free white 
space given up by the editor is sur- 
rendered only to his “intimates.” 

The advertisement carries with it a 
double-barrelled insult. It labels the 
editor a political bigwig who prints 
the news as the favored ones present 
it to him. What happened to the editor 
who used to print the things of in- 
terest to Johnny Q. Public... to hell 
with the source? It distinguishes the 
publicity man as a parasite who must 
worm his way into the editor’s heart 
“for the client’s sake.” 

It’s true that there are press 
agents, and many of them, who 
badger the editorial desk with the 
“gimme a break” whine. 

But. 

There are public relations men 
working entirely in the direction of 
creating features worthy of free white 


ta. 
space. Their releases achieve pypjj. 
cation simply by reason of “new,” 
value. Their releases are directed tp 
the editorial desk, where they are jp 
competition with items collected by 
every news gathering source know) 
to the editor. They counsel huge jp. 
dustries, keep alive the names of 
manufacturers and their products— 
they actually build businesses—y 
creating setups generating honest-o. 
goodness news, which the editor jg 
glad to print . . . because it will ip. 
terest Mr. Average Citizen, for whom 
the paper is published. Few of the 
successful men in the publicity fielg 
“know important editors and colump. 
ists intimately.” 


Many of the men who create ney; 
are unknown to the editor; they op 
erate in the direction of “making the 
news,” confident that the editor js 
at his desk to “print the news.” That 
the editorial function has remaine 
unchanged is proven by the fact that 
the men who engineer public opinion 
by sheer brain power work with 
large appropriations and from recog. 
nized agencies, while the boys who 
nuisance the editorial desk with the 
“hello, pal” wheeze are working from 
the public phone booths for coffee 
and doughnut money. 

For a paper so universally eg. 
teemed as a publication it is indeed 
poor judgment to set type to an ad. 
vertisement so libelous to the twin 
professions of journalism and pub- 
licity. 

CiivE Howarp, 

Lynne Crider and Associates, 

New York. 


Bouquet 


To the Editor: Please tell your 
Copy Cub: “Sir, Madam or It, as the 


case may be—whoever you are, what- 


ever you are—the pleasant fact re 
mains that you are writing the most 
interesting, amusing, worth-while col- 
umn ever printed.” 

May your power increase. 


WARREN J. PIPER, 
Chicago. 


institutional field. 


only a part of this huge market. 


Coverage. 


4 ~ 


EQUIPPING » FURNISHING « DECORATING - MAINTAINING + REMODELING 


Requirement 


INSTITUTIONS meets every requirement for the most effective 
and economical advertising medium for products used in the huge 


Each month it places the manufacturers’ sales message before the 
more than 55,000 equipment-minded men in all classes of institutions 
... the men who influence or DO the actual buying of products. 


Because its interesting editorial content aids them daily, these 
buyers of equipment and supplies read INSTITUTIONS regularly. 
This timely, dynamic presentation of improved methods used by 
other institutions and accounts of new products injects even more 
sales appeal into the manufacturers’ message .. . it constantly re- 
minds the buyers of their need for replacing old equipment and 
otherwise maintaining the highest standards of efficient operation. 


Formerly, the manufacturer of products used in more than one type 
of institution found it necessary to use several advertising mediums 
to secure business from institutions. Even then he was able to cover 


But now the entire market can be 


covered through one paper—INSTITUTIONS. 


INSTITUTIONS thus fulfills all qualifications of the economical and 
effective advertising medium by offering the manufacturer Complete 
High Quality Coverage ... High Reader Acceptance... Economical 
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AIDS STOCK CLERKS 


Identification of contents by colors fea- 

tures this new container of American 

Screw Company, Providence, developed 

by James Thomas Chirurg Company, 
Boston agency. 


BENNY PROGRAM 
PUTS END TO 
SUBSTITUTION 


Hamilton, Ont., May 16.—The Jack 
Benny program over NBC Sunday 
night has virtually eliminated sub- 
stitution for Jell-O, Robert E. Jones, 
youthful sales promotion manager, 
General Foods of Canada, Ltd., told 
the Advertising Affiliation at its clos- 
ing session Saturday afternoon. 

The Jell-O theme song has con- 
tributed to this end, while the fre- 
quent descriptions of the “big red 
letters on the box” by Announcer 
Wilson has also helped. Ability to 
use the Jell-O name 50 times on one 
program without incurring resent- 
ment has also been a factor in identi- 
fication. 

Mr. Jones said that General Foods, 
which studied radio for five years 
before it used that medium, is re- 
taining 85 per cent of the programs 
used in 1937. It has, however, 
adopted a new policy in regard to 
stars, preferring to buy them rather 
than build them. It spent five years 
and a huge sum of money to make 
a star of Lanny Ross. Its more re- 
cent policy is manifested by its 
selection of Jack Benny. 


Movie Support Factor 


This policy is dictated in part, he 
said, by the heavy advertising sup- 
port thrown back of film-radio stars 
by moving picture interests. When 
a Jack Benny film is scheduled to 
show at a local theater, exhibitors 
frequently print and distribute win- 
dow and counter cards for use by 
grocers. 

General Foods has improved re- 
sults by the simple process of jug- 
sling its shows around, Mr. Jones 
pointed out. “We, the People” was 
regarded as possessing too general 
an appeal to create an audience of 
women, hence it was shifted to 
Sanka Coffee, while Kate Smith took 
its place as the Calumet magnet. 
Songs alone did not give the Calu- 
met program maximum heart inter- 
est, so General Foods had Ted Col- 
lins steal a piece of cake to liven 
things up. 

Stoopnagle and Bud, though pop- 
lar radio comedians, failed to im- 
Prove sales of Minute Tapioca to 
any great extent, indicating that 
Women’s sense of humor can stand 
Some sharpening. Helen Hayes also 
failed as a General Foods radio star, 
according to Mr. Jones. 


Gets Roberton Mower 


Roberton Mfg. Company, Michigan 

City, Ind., maker of Roberton elec- 
"le lawn mowers, has appointed 
Lamport, Fox & Co., South Bend, to 
andle its account. 


Tanzer Joins JWT 


Mish Tanzer, formerly resident 
anager of the Los Angeles office, 
aumont & Hohman, Inc., has joined 
.. copy department of J. Walter 
°mpson Company, San Francisco. 


Southard Heads New 
Racine Ad Club 


Cc. D. Southard, Jr., advertising 
manager, Hartmann Trunk Company, 
has been named president of the 
newly formed Advertising Club of 
Racine, Wis. 

Dale Karstaedt, advertising man- 
ager of the Racine Journal-Times, is 
vice-president, and Robert Wentsel, 
Western Advertising Agency, secre- 
tary-treasurer. 


Scales to Boyd 

Richardson Scale Company, Clif- 
ton, N. J., manufacturer of automatic 
weighing equipment, has appointed 
J. Clement Boyd, Ine., Montclair, 
N. J., to handle its business paper ad- 
vertising. William B. Hawkins is ac- 
count executive. 


April Linage 
in Newspapers 
Is Down 17.1% 


New York, May 19.—Total display 
in newspapers of 52 cities declined 
17.1 per cent in April, Media Rec- 
ords, Ine., reported today. Total dis- 
play declined from 105,294,129 lines 
in April, 1937, to 87,270,980 last 
month. 

The hegira was led by the automo- 
tive field, which used 37.5 per cent 
less space in April, 1938, than a year 
ago, the comparative figures being 
4,347,101 and 6,956,369. 


The automotive decline was fol- 


lowed closely by that in financial lin- 
age, amounting to 34.2 per cent. 
Financial advertising accounted for 
only 1,458,695 lines last month, com- 
pared with 2,218,196 in April, 1937. 


Department Stores’ Loss Less 


General advertising amounted to 
17,505,236 lines in April, 1938, com- 
pared with 24,134,637 in April, 1937, 
for a loss of 27.5 per cent. Retail 
linage declined 11.1 per cent from 71,- 
984,927 in April, 1937, to 63,959,948 
last month. The department store 
loss was much smaller than the re- 
tail classification in which it is in- 
cluded, being only 8.8 per cent. 

Classified advertising declined 12.1 
per cent in April, and total newspa- 
per advertising in the 52 cities, 16.1 
per cent. 


Donahue in Outdoor 

Harold. W. Donahue has resigned 
as sales manager of Lawson & Jones, 
Ltd., London, Ont., to join C. E. Mar- 
ley Ltd., London, outdoor advertis- 
ing, as sales manager. He also be- 
comes manager of Gould-Baird 
Poster Company for the London and 
Windsor divisions. He is a past 
president of the Advertising Affilia- 
tion. 


Page Advanced 

Herman C. Page has been elected 
president of Whitehead & Hoag Com- 
pany, Newark, N. J., advertising nov- 
elties, succeeding Walter C. Heath, 
retired. Philip O. Hoag, manager of 
the New Jersey district, was named 
vice-president, and Raymond B. 
Whitehead, manager of the New 
York division, secretary. 


This prospect is probably typical of the 
buyers your salesmen call ‘“‘wise guys”’ 
. .. men hard to sell because they pre- 
tend to know all the answers. But often 
this overbearing attitude is just a mask of 
sales resistance, adopted as an easy way 
to sidetrack salesmen. Actually these “‘wise 
guys” are hungry for progressive ideas 
about their livelihood. That’s why they 
hang up that mask when they settle down 
to read their favorite business papers. 

In most fields you will find that your 
prospects’ favorites are A.B.P. publica- 


tions. Each year some 1,400,000 business 
men pay $3,500,000 for their subscrip- 
tions to A.B.P. papers. They pay it will- 
ingly because they have confidence in 
editors who know their readers’ business 
inside and out. That great editorial influ- 
ence provides you with a real advertising 
opportunity. 

Put your advertising in the A.B.P. 
publications that reach your prospects. 
It will work for your salesmen between 
their calls. It will help them penetrate 
those masks of sales resistance. 


The ASSOCIATED BUSINESS PAPERS, Inc. 


Highest editorial standards 


and publishing integrity 


369 Lexington Avenue, New York 


4Look for the twin hall-marksof knownvalue> C\ac - 


Proved reader interest in 
terms of paid circulation 
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How much do you know about women? 


Mark the following *“‘True”’ or ‘‘False”’ and 
check your answers on opposite page 


OO 
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Woman's desire to be attractive outweighs man’s urge for 
power in its effect on retail sales. 


Tue This universal desire among women has made Simplicity, 
a fashion pattern magazine, the most widely distributed 
publication in America. 


Face Interest in home sewing is falling off— decreasing. 
case £ £;000,000 dress patterns were sold in one year. 


race More than 23,000,000 housewives in the United States sew. 


case WWomen sew primarily in order to save money. 


Tue Jt is estimated that 25,000,000 American homes have 
sewing machines. 


oe TIS Gime Ww ™ 


Fase General publications do not play up home sewing. 
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Woman’s desire to make herself 


I. TRU and her home attractive to some 
‘man, is the greatest single force in marketing today. 
It’s called FASHION, and dominates the thinking of 
the sex that buys 85% of everything that goes into 
the home. 


y TRUE Simplicity is distributed by 8500 
= 


department and syndicate stores to 
one out of every four women in America, because it 
puts them in a buying mood. These 8,000,000 fashion- 
conscious women buy 4,000,000 patterns every month 
from its pages. 


> F A L SE Despite the spotlight focussed 
be 


by retail stores on ready-to- 
wear, home sewing is on the increase. Unit pattern 
sales have jumped 57% during the past ten years. 


A TRUE During 1936, an average of two 
* 


and a half patterns for every family. 
Simplicity manufactured two-thirds of the total. 


23,600,000 or 79% of all United 


dD. TRU States housewives, make sewing 


machine articles regularly. 


6. rE A LSE Women themselves report they 


sew because “they enjoy sew- 
ing.” It gives them the opportunity to create, and to 
express their individual personalities. A recent sur- 
vey in Detroit schools shows “sewing ranks head 
and shoulders over other hobbies among schoolgirls.” 


4 a TRU b This estimate sola that 85% of all 


U. S. homes contain sewing ma- 
chines—more than double telephone, washing ma- 
chine, or electric refrigerator homes. 


a. A LSE Almost every important news- 


paper in the United States 
carries a daily pattern feature. The largest reports 
the sale of over 500,000 patterns by mail last year at 
10c each. Practically all women’s magazines promi- 
nently feature their pattern departments. | 


ERHAPS the above will open your eyes to 
the fact that you may be overlooking YOUR 
PRIMARY MARKET, the 23,000,000 women 


in the U. S. who sew. And also that you can 


reach 8,000,000 of these homemaking women 


—the buying heads of their families—through 
their favorite fashion magazine, SIMPLICITY, 
at a cost of only $1.25 per page per thousand— 


Bhs, 4 eed 


less than half the rates of other women’s service 
magazines. If you sell food, drugs, automobiles, 
house furnishings, or children’s things in 
volume, and must reach large numbers of 
women—investigate Simplicity now. Let us send 


- you our newest booklet, “YOUR PRIMARY 


MARKET — 23,000,000 WOMEN WHO SEW, 
AND HOW TO REACH THEM.” 


felony SO oy-_—$ 


Advertising Director 
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Vitamins for 


Beauty 


Success in 9 Months 


New York, May 19.—Behind the 
unique success of nine-month old 
Vitamins Plus, Inc., which is cur- 
rently selling $50,000 worth of cap- 
suled vitamin concentrates monthly 
to women as a beauty aid, is the 
story of an advertising agency exec- 
utive who saw his carefully laid cam- 
paign plans kicked over once too 
often and went into business for him- 
self in order to have, at last, a free 
hand in plotting a complete merchan- 
dising and promotion campaign. 

It was a pharmaceutical house that 
came to Henry Blackman Sell, presi- 
dent of Blaker Advertising Agency, 
in the spring of 1936 and asked for 
a consumer campaign on a vitamin 
concentrate. It was the same client, 
who, after months of preparation by 


UNUSUAL COVERAGE 


+ ies Py mewers 


‘ 
Cireviation This Issae 60,000 


RACTICAL BUILDER 


Seurmal Devetod ta 
Precedent 


© 


< aeek Ne cxewene oar 


Eastern Builder Features 


Reh rr | So Reertlinliee 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver- 
tisement). 


the agency, found fault with the mo- 
tif, the media, the budget and with 
merchandising plans. Vitamins, said 
the client, are a seasonal product and 
should be promoted on that basis; 
they have therapeutic properties and 
should not be restricted to a beauty 
appeal; they are equally good for all 
ages and both sexes and should not 
be directed entirely to adult women; 
the budget was too high and there 
was too much white space in the lay- 
outs. 
Mr. Sell Takes Stand 


It was at this point that Mr. Sell 
informed the client that either the 
campaign must be accepted as _ it 
stood, or he, Sell, would go into the 
vitamin business himself and _ pro- 
mote it as he thought it should be 
promoted. Vitamins Plus, Inc., was 
born at that moment and in nine 
months has grown to the point where 
it is moving 20,000 boxes of the vita- 
mins a month. 

In preliminary conferences it was 
decided that Vitamins Plus would 
make a bid for the women’s market 
and that market alone. “Beauty from 
health” was to be the watchword and 
all media, layouts, copy and packag- 
ing pointed toward this single group 
of consumers. 

Depending exclusively on advertis- 
ing to force distribution, a full page 
was used in the October, 1937, issue 
of Harper’s Bazaar. It consisted of 
a wash drawing of an _ obviously 
wealthy woman, a drawing of a box 
of Vitamins Plus, and the heading 
“Great Beauty from Little Vitamins 
Grows.” The insertion carried a cou- 
pon. During the following months 
Good Houskeeping, The New Yorker, 
Town & Country and Vogue were 
added to the list. ; 


Strategy of Distribution 


As the campaign began to take ef- 
fect, the problem of distribution was 
also met from a feminine angle. Pre- 


viously, vitamin products had been 


in 
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MOLINE-ROCK ISLAND, ILLINOIS 


AN 


85,000 CITY 


A Market of 
150,000 People 


Heart of a Rich 
Mid-West Empire 


The Dispatch-Argus combination goes into 
9 out of 10 Moline-Rock Island homes. The 
inexpensive and ONLY way to reach this 
bright spot on the nation’s business map. 


A MEMBER OF ILLINOIS MARKETS 


Nat'l Rep. The Allen-Klapp- Frazier Co. 
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At the annual souvenir dinner of the Advertising Club of Springfield, Mass., shown here are Former Governor Harold 6. 
Hoffman of New Jersey; Jerome A. Young, advertising manager, Monarch Life Insurance Company, retiring president of the 
club; Mayor Roger L. Putnam, president, Package Machinery Company; and Frank A. Carroll, lieutenant-governor, First District, 


Advertising Federation of America. 


DINNER OF SPRINGFIELD CLUB DRAWS CELEBRITIES 
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: 
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sold as medicine by drug stores. Vit- 
amins Plus, however, restricted dis- 
tribution to the cosmetic counters of 
the leading department stores from 
coast to coast. At present 200 stores 
handle the product and over 90 per 
cent of them asked for it after seeing 
the advertising. 

As it established each outlet, Vita- 
mins Plus forwarded a complete 
sales manual and course of training 
for cosmetic clerks. They were 
offered free boxes of the product for 
their own use and a commission on 
every sale. Local newspaper promo- 
tion was encouraged on a cooperative 
basis. Particular care was taken to 
see that the product was not pro- 
moted as a specific for any ailment, 
but only as a tonic aid to buoyant 
health generally. All packages la- 
beled the contents as vitamins A, B, 
C, D, E, G plus iron and liver ex- 
tract. No deviation was allowed in 
local insertions from copy and art 
established in the national campaign. 
The product was sold under price 
contracts at $2.75 per box. 


Going to Town in N. Y. 


According to Mr. Sell, the sales 
story of Vitamins Plus in Lord & 
Taylor’s, New York, is an example 
of what has been happening all over 
the country. During the past three 
months, vitamin sales have boosted 
the department’s gross 26 per cent as 
compared with last year. Mr. Sell 
emphasized the fact that Lord & 
Taylor took advantage of the cooper- 
ative advertising offer and has con- 
tinued to run bi-monthly insertions 
in the New York Sunday Herald 
Tribune and Times. During the past 
three months the store has grossed 
$17,000 from the product. 

So was disproved the soundness 
of the objections offered by the orig- 
inal client. Vitamins Plus has proved 
itself not only to be a year-around 
product but its best markets are in 
the warmer climates, California, 
Texas and Florida. Singleness of ap- 
proach is reaping sales at the rate 
of 240,000 boxes yearly and creating 
tremendous momentum. Henry 
Blackman Sell, the agency man who 
had his own way, announced that 
his company expects to distribute 
900,000 boxes annually within two 
years. 


Herbert ites Heads 
Springfield Club 


Herbert F. King, vice-president of 
Wm. B. Remington, Inc., has been 
elected president of the Advertising 
Club of Springfield, Mass. Kenneth 
Hinshaw, advertising manager of 
Kastern States Farmers’ Exchange, 
was named first vice-president and 
Roger B. Vickery, Carter Rice & Co., 
second vice-president. 

Peter Ham, Federal Land Bank, is 
secretary; Bertha S. Bleicher, assist- 
ant secretary, and Archibald H. Mat- 
thews, Springfield Newspapers, treas- 
urer. 


Sherman to Arlace 


Manuel Sherman has been ap- 
pointed director of publicity and ad- 
vertising for Arlace Shoe Company, 
Boston. He was formerly with the 
Boston Evening American. 


LIFE BEGINS 


Life begins 
with 


VITAMINS 
PLUS... 


VITAMINS PLUS, INC., 370 LEXINGTON AVENUE, NEW YORK CITY 


New Pineapple 
Copy Designed 
to Level Use 


Honolulu, Hawaii, May 19 —The 
Pineapple Producers Cooperative As- 
sociation, Ltd., which includes all 
leading pineapple canners in the 
Hawaiian Islands, is increasing ad- 
vertising in all metropolitan cities 
during the summer in a special effort 
to move a heavy surplus. 

Outdoor advertising will be used in 
major markets. The illustration wili 
consist of an appetizing reminder of 
pineapples, with the message: “Buy 
now.” Color pages in magazines and 
he magazine sections of Sunday 
newspapers will offer recipes and 
menu suggestions. 

This program, supplementing cus- 
tomary advertising during the winter 
and early spring months, is designed 
particularly to develop more uniform 
consumption through the’ twelve 
months. 


Chicago Pressroom 


Workers’ Wages Up 


Wages of pressroom workers in 
Chicago printing plants have been in- 
creased in accordance with agree- 
ments made a year ago. Job press- 
men were given a $2 increase, receiv- 
ing $46.25 for day work and $49 for 
night work for a 40-hour week. 

Cylinder pressmen now receive a 
basic wage of $54 for day work and 
$58 for night work, an increase of $2 
per week. 


Issues Photo Booklet 


Packard Pictures, Inc., New York, 
has published the first issue of its 
cumulative catalog of photographic 
illustrations for advertising, with in- 
dustrial, on-location and action sub- 
jects emphasized. 


Dodds Directs Sales 


Verdie A. Dodds has been ap- 
pointed vice-president in charge of 
sales for Brown-Wales Company, Bos- 
ton. 


New Radio Net 
Is Project of 
WWNU Subsidiary 


Chicago, May 17.—Creation of a na- 
tional radio network of more than 
200 stations in towns under 10,000 
population was announced last week 
as a new project of Western Newspa- 
per Union. 

R. Hosken Damon, local attorney 
in charge of the operations commit: 
tee, said that organization of the net- 
work would be carried out through 
a newly formed subsidiary, Western 
Radio Union. 

“Objectives of this subsidiary in 
the radio field will be similar to those 
of Western Newspaper Union in its 
syndicate business,” he said. “A 
number of the _ smaller stations 
throughout the country have already 
been contacted and we hope to start 
broadcasts on the network in the 
fall,” 

These broadcasts will not be lim- 
ited to transcriptions, he said, nor 
will the stations be required to de 
vote all their time on the air to net 
work programs. 

Western Newspaper Union at pres 
ent services approximately 2,500 
newspapers through its several 
branch offices. Organization of the 
new subsidiary is reported to have 
come about through action of a Chi- 
cago banking group, said to control 
preferred stock of the company. 


Women Offer Trophy 


The Women’s Advertising Club of 
Detroit, to be co-host with the Ad 
craft Club to the convention of the 
Advertising Federation of America 
June 12-16, will award a Membership 
Miles trophy to the women’s club 
having the best attendance at the 
convention. Total membership and 
miles traveled will be the basis for 
the award. 


SEVEN AND 
A QUARTER 
TO NEARLY 
NINE MILLION! 
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When Photographic Illustrations, Inc., or- 
dered six “trial ads” in Advertising Age last 
February, they said to our salesman, “Don't 
come back when this expires. If it gets results 
for us, you'll get a renewal. If it doesn’t, that’s 
all.’’ 

Rather definite instructions, but we like them 
that way because we know that Advertising 
Age can produce results for advertisers. 


Advertising Ag 


So when a renewal contract came in “over 
the transom” from Photographic Illustrations, 
Inc., recently, we knew we had something 
there. Inquiry brought this remarkable record 
of results: over 800 replies from actual 


buyers of photography. 


Published in newspaper style, Advertising 


SS 
RE, 


Age is geared to produce results. Immediate 
attention commanded by its newspaper style 
gets action for advertisers, quickly—effectively. 


Our regular advertisers know the results- 
producing ability of Advertising Age, but to 
those who are seeking maximum returns from 
their promotion dollars through the advertising 
press, we say ‘Try Advertising Age.” 


OF ADVERTISING 


NEW YORK CHICAGO 
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EARLY every other advertis- 
N ing man you meet has an idea 

that he is certain would make 
a success of any cigarette campaign 
which employed it. Everybody knows 
how to run a hotel or a newspaper, 
and everybody thinks he knows how 
to put over a cigarette. Yet it re- 
mains one of the really big money- 
making opportunities on which a few 
‘leading companies seem to have a 
monopoly. 

All it takes to get to the top in the 
cigarette field is a staff of experi- 
enced and able executives, familiar 
with all phases of manufacturing and 
distributing tobacco products; enough 
millions to build and maintain fac- 
tories and warehouses and to carry 
more than three years’ supply of to- 
bacco, for aging and as a protection 
against shortages; and merchandis- 
ing genius which can develop brand 
names, package designs and advertis- 
ing ideas which appeal strongly to 
the puplic. It’s really very simple. 

Cigarettes are all pretty much 
alike, regardless of blindfold tests 
and the desire to use costlier tobac- 
cos, because the tobacco markets are 
wide open to all buyers, cigarette ma- 
chines can be purchased by anyone 
who can pay the price, and advertis- 
ing a new brand to popularity is so 
easy that any agency would admit 
that it could handle the job success- 
fully. Yet the ranks of the big win- 
ners in the cigarette field are very 
thin, and probably will remain so. 


Competition for Big Five 


One company which has bucked the 
competition of the big five success- 
fully, carving out a very respectable 
niche for itself in the cigarette hall 
of fame, is the Brown & Williamson 
Tobacco Corporation, of Louisville. 

Brown & Williamson used to be a 
local company making a few brands 
of pipe smoking tobacco, of which Sir 
Walter Raleigh was the _ principal 
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CIGARETTE MONEY 


How Brown & Williamson Have Captured a Substantial 
Part of It 


BY G. D. CRAIN, JR. 


one, with distribution in a dozen 
states or so. Now the company, under 
the present auspices only since 1927, is 
selling Kool and Viceroy cigarettes 
at 15 cents; Raleigh at slightly below 
this level; Wings and Avalon at 10 
cents; Target, Bugler and Kite men- 
tholated tobacco for the _ roll-your- 
own trade; Big Ben, Raleigh, Dial 
and Catcher pipe smoking tobaccos; 
Old North State and Golden Grain 
granulated tobaccos; Bloodhound, Red 
Moon, B&W Best Cut and Long Bill 
chewing tobaccos, and Tube Rose 
snuff. And there will be others. 

The number of brands made and 
sold by Brown & Williamson is sig- 
nificant of the industry. Nobody 
makes a success selling one brand 
only, because public taste is fickle 
and you never*can tell which brand 
the smokers will go for in a big way. 
Hence it’s a case of trying out a flock 
of products, and a lot of merchandis- 
ing and advertising ideas. When 
one name clicks, put the pressure on 
and go to town with it as long as the 
public stays with you. 

In that long list of Brown & Wil- 
liamson tobacco products are several 
which have been sensational suc- 
cesses. Kool is a mentholated prod- 
uct, following Spuds, another Louis- 
ville cigarette, into the market and 
stealing the play away from the pio- 
neer. It-is regarded as essentially an 
advertising success, the combination 
of a good name, a clever package de- 
sign, the use of the popular penguin, 
which everybody associates with 
Kool, and distinctive advertising. 


Emphasis on Packages 


Brown & Williamson have done 
an unusually smart job of making 
cigarette ._packages which are pleas- 
ing to the eye. Of the leaders in the 
cigarette field, few have packages 
which are regarded by experts as 
possessing any real sales value, while 
some are so old-fashioned that they are 
used only because the manufacturers 
don’t dare risk a change. Kool, with 
its simple package of white and 
green, suggesting the coolness which 
is the cigarette’s chief talking point, 
has real eye appeal. Other B&W 
packages are equally modern in 
appearance. 

A big factor in the success of 
Kools, as weil as Raleigh and Vice- 
roy cigarettes and Big Ben smoking 
tobacco, is the use of premiums. 
Brown & Williamson is the only cig- 
arette advertiser using coupons, and 
while the cost comes right out of the 
advertising appropriation, and _ re- 
duces the amount available for space 
and time, the results have been so 
satisfactory that the company is defi- 
nitely committed to the program. 
When Viceroy cigarettes and Big Ben 
smoking tobacco were introduced, 
they were put on a premium basis, 
and have the support of this effective 
appeal to consumer and dealer. 


Gifts for Retailers 


The dealer angle is worked suc- 
cessfully by Brown & Williamson in 
its distribution of premiums. Extra 
coupons are packed with each carton 
of Raleighs, B&W’s popular priced 
brand, and dealers have an opportu- 
nity to obtain some highly attractive 
gifts, such as vacuum Cleaners, tape 
sealers, juice extractors, automobile 
road lamps, electric clocks, electric 
coffee brewers, portable show cases, 
sandwich grills, ete. 

T. V. Hartnett, executive vice-presi- 
dent of Brown & Williamson, is a 
firm believer in the efficacy of pre- 
miums, but he emphasizes the neces- 
sity of using quality merchandise. 
As a matter of fact, all premiums 
listed are well-known nationally ad- 
vertised products, and this establish- 
ment of known quality in the pre- 
mium line is credited with much of 
the success of the operation. 

The coupons have a cash value of 
three-fourths of a cent each, thus en- 
abling consumers in states where pre- 
miums are either prohibited or taxed 
to convert their coupons into real 
money. 

The estimate of a million retailers 


SOMETHING FOR EVERYBODY IN sa FAMILY OF TOBACCOS 
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handling cigarettes and other tobacco 
products is that of W. R. Hendricks, 
Brown & Williamson advertising 
manager, who, believe it or not, com- 
bines the duties of purchasing agent 
with those of advertising direction. 
He feels that cigarettes are more 
universally available than any other 
product sold at retail, since all kinds 
of stores now carry them, including 
possibly a few bootleggers. Grocers 
sell cigarettes, many of them featur- 
ing a carton business of substantial 
proportions. 

If a considerable percentage of the 
million or so retailers who sell cig- 
arettes can be persuaded to stock and 
display B&W brands, then they have 
a chance to get a start with smokers 
who are looking for something differ- 
ent. And with so many new smokers 
being added to the ranks right along, 
the newer or less familiar brand has 
a good chance of getting a regular 
user, provided it is on hand and is 
displayed. 


Supports Window Displays 


The company is emphasizing point- 
of-purchase displays very  success- 
fully, practically ~all of its leading 
brands being given support through 
store and counter display material. 
The competition for window space, 
plus the added cost of large cut-outs, 
makes this a highly expensive form 
of advertising, and.Brown & William- 
son. feels that it can get more for its 
display dollars through the smaller 
counter displays which it is now us- 
ing. They figure that it takes 20,000 
window displays to make a real 
splash in the national sales picture, 
and this is an achievement which 
costs nearly $100,000, including the 
cost of installation service and win- 
dow space. 

Although B&W puts a lot of its ad- 
vertising money into premiums, it is 
an active advertiser in the standard 
media, using principally magazines, 
outdoor posters and radio. It. has 
one network program, and also goes 
in heavily for spot radio broadcasts 
of news and sports, with the pro- 
grams highly localized to the inter- 
ests of each community. The broad- 
cast of the Kentucky Derby over 
CBS May 7 was a continuation of a 
program which has become a Brown 
& Williamson tradition, .and cer- 
tainly is a natural for a manufac- 
turer in the Kentucky metropolis. 


Appeal to Visitors 


In connection with the 1938 event, 
Brown & Williamson entertained all 
the jobbers who attended the Derby, 
and likewise made a_ special 
appeal to Derby visitors through the 
distribution of 2,500 souvenir pack- 
ages through the hotels. They con- 
tained packs of Raleigh and Kool cig- 
arettes, together with booklets de- 
scribing the premium plan. 

When Big Ben, its newest smoking 
tobacco, was offered, it was given 
support through magazine advertis- 
ing, as well as being added to the 
list of products for which coupons 
are packed. The design of the Big 
Ben tin features a Kentucky race- 


horse, another contribution to its suc- 
cessful racing atmosphere. 

The extent of the. Brown & Wil- 
liamson line makes its. business a lot 
more flexible than if it were re- 
stricted to a few of the higher-priced 
brands. Its two ten-centers, Wings 
and Avalon, are doing very well, 
thank you, and the present recession, 
which makes the cost of a daily pack 
of cigarettes a matter of real mo- 
ment to millions of smokers, is again 
focusing attention on the _ lower- 
priced brands. . 

The margin of profit on ten-cent 
brands is of course extremely small, 
inasmuch as these cigarettes are sold 
to the retailers for $4.75 a thousand. 
as compared with the price of $6.25 
to $6.85 for 15-cent brands. ‘The cost 
of manufacture is not a great deal 
smaller, and as the federal tax is 
the same, the margin left for admin- 
istrative, sales and promotional ex- 
penses is very slim. But these brands 
make for volume and absorb a good 
share of the general overhead of the 
business. 

In addition, it is profiting at pres- 
ent from the revived demand for Tar- 
get and Bugler cigarette tobaccos, 
the roll-your-own business having 
come back with a rush along with 
what the Republicans insist on call- 
ing the Roosevelt depression. A tre- 
mendously successful merchandising 
idea used in connection with the sale 
of these tobaccos is the Target cigar- 
ette machine, a clever little device by 
means of which the consumer can 
make cigarettes that in appearance 
and smoking satisfaction rank with 
the standard product. 


Meets All Conditions 


With ten-cent brands of cigarettes, 
roll-your-own tobacco and machines 
to help you do it, Brown & William- 
son’s line is well adapted to depres- 
sion as well as prosperity conditions. 
While the cigarette business, as 
shown by the consistent earnings of 
the leaders in this field during bad 
times, is as nearly depression-proof 
as any, B&W policies give the com- 
pany a flexibility which should pro- 
tect volume against serious shrink- 
age under any conditions. 

The union label appears on all 
Brown & Williamson products. This 
is another basic element of company 
policy, and is reflected in the special 


efforts which it makes to consumers 
among the growing ranks of organ. 
ized labor. The trend of the times is 
so decidedly in favor of the develop. 
ment of labor unions and increasing 
their membership that the special ap- 
peal which the label. gives to B&W 
products is an important sales fac. 
tor, even though the company real- 
izes that members of labor unions, 
like most other people, are guided 
principally by personal preferences 
in their choice of cigarettes. 

The unions are ‘contacted person- 
ally, and this emphasizes the import- 
ance in this business of a really large 
sales staff. With 6,000 tobacco job 
bers, of all types, in the field, and 
1,000,000 retail outlets to consider, 
from the standpoint of missionary 
calls and actual sales work, you can't 
maintain maximum distribution and 
display of cigarettes without ade 
quate man-power. Under the direc. 
tion of Vice-President Hartnett is a 
force of more than 500 salesmen. 
They really must sell, as in most 
cases the jobber’s services do not in- 
clude pushing a particular brand. 
That is the task of the manufacturer. 


Goud y Bookiee Out 


Fred W. Goudy, type designer, has 
issued a specimen book of types he 
has designed since 1932. The book- 
let was printed by Howard Cogges- 
hall Printing Office, Utica, N. Y., with 
the faces available through Continen- 
tal Typefounders Association, Inc. 
New York. 


Offers Junior Spread 


Farm Journal, Philadelphia, has is- 
sued a new rate card, featuring the 
Junior Spread, which consists of two 
two-column advertisements on facing 
pages. The cost is five per cent more 
than two regular two-column adver: 
tisements. 


Sandoz Watch Appoints 


Henry Sandoz Watch Corporation 
of America has named H. W. Fairfax 
Advertising Agency, New York, t 
direct its advertising. The company 
has established sales offices at 1 


W. 47th street, New York. 


Nichols Is Officer 


Joel M. Nichols, Jr., a director of 
Federal Advertising Agency, NeW 
York, has been elected a vice-presi 
dent. 
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MAY LINAGE OF CANADIAN MAGAZINES 


Canadian Home Journal............. 
Canadian Homes & eae 
Canadian Magazine 
Chatelaine 
*Liberty 
:MacLean’s Magazine 
Mayfair 


eoeeeeeereeeereeeseseeeee sis 


National Home A rererers © 


Total Group 


Commercial Display in 


Country Guide & Nor’-West Farmer. , es 


+Family Herald & Weekly Star-— 
Eastern Edition 
Western Edition 
The Farmer’s pS ere ee 
*Free Press Prairie Farmer.......... 
*Western Producer 


Total Group 


—_ 
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1938 1937 

Pages Lines Pages Lines 
oe 33,596 64.5 45,154 
.. 40.9 27,547 55.9 37,575 
> aoe 13,410 23.2 16,262 
>» a 29,368 55.4 38,805 
.. 33.6 414,431 44.8 19,260 
.. 69.2 48,504 72.7 50,892 
.. 68.0 42,337 82.2 $55,304 
.. 82.8 22,970 47.1 33,023 
a 169,228 226,123 


Canadian Farm Papers 


20.5 14,760 25.7 18,542 
. 47.6 38,138 48.7 39,017 
+o 27,276 32.1 25,693 
.. 26.1 18,298 29.9 20,967 
-. A 44,485 39.9 43,908 
.. 13.3 15,225 17.2 719,681 
re 33,058 39,509 


*Weekly; April linage shown; not included in total. 


+Five issues. 


+Semi-monthly; April linage shown; not included in total. 
$Includes 4,368 lines of Coronation advertising. 


Four Distillers 
_ Map Intensive 
Summer Drives 


New York, May 19.—Summer. liq- 
yor promotion. assumed important 
dimensions today as four distillers 
announced entry into, the field either, 
with new products or record adver; 
tising budgets for established brands; 
Hiram Walker & Sons, Inec., an- 
nounced an increased budget for its 
London dry gin; Schenley Products 
Company, Ine., launched an inaugu- 
ral campaign for Rhum Negrita; and 
House of McAteer revealed plans for 
promotion of Good Hope brandy, 
while Park & Tilford selected Booth’s 
gin as its key product. 

Hiram Walker’s record outlay for 
London dry gin will result in full- 
color pages throughout the summer 
and fall in Collier’s, Liberty and 
Life. The series will feature endorse- 
ments by Captain Frank Hawks, fa- 
mous aviator; Ed Thorgersen, news- 
reel and radio sports reporter; S. S. 
Van Dine, author, and Gabriel Heat- 
ter, radio news commentator. Pho- 
tographic themes will tie,in wjth,the 
various fields of endeavor represented 
by the endorsers. Copy will feature 
summer recipes and stress Hiram 
Walker’s “controlled condensation 
process.” The campaign will be ex- 
panded during the peak gin months 
to include regional newspaper pro- 
motion. Sherman K. Ellis & Co., Inc., 
is the agency. 


Introduce Rhum Negrita 


Rhum Negrita, a heavy, sugar-cane 
distillate, produced by the House of 
Bardinet in Bordeaux, France, will 
be introduced to American consum- 
ers this summer by Schenley Import- 
ing Corporation. Under the direction 
of Brown & Tarcher, Inc., the agency 
‘iN charge, full-page copy will appear 
monthly in Esquire and bi-monthly 


PREPARE IN ADVANCE 


OW that our library of re- 
Serve photographs can solve 
your illustration problems. 


WRITE FOR FREE CATALOG ON 
YOUR OWN LETTER HEAD 


HAROLD M. LAMBERT 


7240 Ogontz Ave. Phila., Pa. 


Magazines of 
Canada Lose 


25.1% in May 


“Chicago, May 17.—May linage in 
six major. Canadian magazines to- 
taled 169,228, a decline of 25.1 per 
cent from the 226,123 lines carried by 
these publications in the same month 
last year, according to reports to Ap- 
NERTISING AGE today. This drop was 
considerably greater than the April 
decline of 10.8 per cent shown for the 
group. ; 

Liberty and MacLean’s Magazine, 
reporting April linage, also showed 
losses from comparable 1937 totals. 

In the farm group, May linage for 
the two monthlies reporting, Country 
Guide & Nor’-West Farmer and The 
Farmer§$ Magazine, totaled 33,058, a 
decline of 16.3 per cent from the 39,- 
509 total of May, 1937. 

Figures for the individual maga- 
zines as well as page totals are shown 
in the accompanying table. 


in The New Yorker. The insertions 
will show, in full color, a living vol- 
cano shooting flames into a blue sky 
and pouring red hot lava on a lush, 
green earth surrounded by a tropical 
sea. Copy will read, “Exploding 
mountains once rained molten lava 
upon Martinque in the West Indies 
and-Reunion in the East. Today, in 
the rich volcanic soil of these tropic 
islands, grows sugar-cane world fa- 
mous for the production of fine 
rums.” Each insertion will carry a 
rum recipe and the heading, “From 
molten infernos comes this lovely, 
limpid rum.” Point-of-purchase dis- 
plays will carry the same art and 
copy. 

Also new to the American consumer 
will be Good Hope brandy, produced 
by Cooperative Wine Growers Asso- 
ciation of South Africa and distrib- 
uted by House of McAteer. While 
plans have not yet been set, Atherton 
& Currier, agency in charge, antici- 
pates class magazine promotion. The 
brandy will retail at a lower price 
than other imported brandies. Other 
importations from the South African 
association later in the year will in- 
clude Van Der Hum cordials and 
Constantia wines. 


Hot Weather Drink 


An increased summer promotional 
budget' has been revealed for Booth’s 
High & Dry gin. This 198 year old 
product, distributed by Park & Til- 
ford Distillers, Inc., will be promoted 
in 300-line insertions | in 100 key 
newspapers from coast to coast. Copy 
will stress the gin’s original British 
formula with the claim, “The for- 
mula of Booth’s High & Dry gin was 
especially developed for use in hot 
climates of British Colonies. Its im- 
mediate popularity .was due to the 
fact that it retained its unique flavor 
even when iced.” : 

The campaign will continue during 
June, July and August. Charles M. 
Storm Company, Inc., is the agency. 


.. Calox Extends Radio 


The radio program for Calox tooth 
powder; “Joyce Jordan, Girl Interne,” 
is being extended by McKesson & 
Robbins, Inc.,- Bridgeport, Conn., ef- 
fective May 30. Stations as far west 
as Chicago will be’ added. Newspa- 
pers on the Pacific coast and in the 
South will also be» used. Brown & 
Tarcher, New York) is the agency. 


Two Join NNPA 
Two promotion men from Vancou- 
ver, B. C.,- have joined the National 
Newspaper Promotion Association. 
They are W.'A. Green and Robert T. 
Elson, both of Vancouver Daily Prov- 
ince. <a 


bf 


Gummed Industries 


Group Forms Bureau 
Gummed Industries Association, 
New York, comprising makers df 
gummed paper sealing tape, has or- 
ganized independent Certified 
Products Bureau and a testing lab- 
oratory apd has established product 
specificatidhs. 
A Certified Products label is made 
available as long as quality is main- 
tained. % ‘ 


“Staff” Moves => 
Staff Map ‘ine has moved from 17 
W. 45th set to larger quarters at 
17 E. 42n eet, ‘New: York. ‘4 


New Memters for APD 


New active members of National 
Association of Accredited Publicity 
Directors, Inc., include Schuyler Pat- 
terson, New York Brewers Board of 
Trade; Worth Cofwell, Korbel & Col- 
well, Inc.; H. W: von"Morpurgo, Par- 
affin Companies, Inc. New associate 
members are Lawson Paynter, Sut- 
ton News Service, Inc., and Lester S. 
Rounds, Arthur Kudner, Ine. 


Gregory with Agency 
Fred E. Gregory has joined the ac- 
count and contact staff of Whipple & 
Black Advertising Company, Detroit. 
He was formerly in the advertising 
department of Ford Motor Company. 


with $36,000,000.00 to spend 
in America’s Most Unusual City 


They’re coming from all parts of the 
world to see Utah’s Great Salt Lake, Zion 
and Bryce National Parks; to fish Idaho’s 
famous streams; to marvel at Wyoming’s 
Yellowstone and Grand Teton National 
Parks .. . to enjoy many other attractions 


in Scenic America! 


They'll spend at least $36,000,000.00— 
with hotels, auto camps, restaurants, serv- 
ice stations, railroads, bus lines, retailers. 


And that’s another source of income to 
the people who live and work in the Salt 
Lake Market Area—America’s miost™ un- 


usual city! 


There are nearly a million permanent 
residents here—people who think and 


MORNING AND SUNDAY 


UNIFIED 
BIG CITY’ 
MARKET 


limits. 


ket is unusual, 


plan and spend under the same general 
impulses—people who are practically as 
closely unified (in a market sense) as if 
they were crowded within ordinary city 


That’s one reason why this big city mar-- 


Here’s another: 


It is substantially served by one metro- | 
politan newspaper — The Salt 
Tribune-Telegram, with one of the lowest 
milline rates in the publishing field. 
More people read The Tribune-Telegram 
than any other six newspapers combined ~ 


Lake 


in this territory. — 


pk: 


ee i 


PEO 


en 


It adds up to a natural and logical “A” 
schedule set-up for alert advertisers. 


bg 
PLE 


EVENING ONLY 


The Salt Lake Tribune = Salt Lake Te legram 


National Representatives: 


REYNOLDS-FITZGERALD, INC. = * ' 


Color Representatives: 


Member, ASSOCIATED WEEKLY 
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ADVERTISING AGE 


May 23, 1933 


PUBLIC EITHER 
TERRIBLY DUMB 
OR VERY SMART 


Hamilton, Ont., May 16.—Two op- 
posing estimates of public intelli- 
gence were heard by the Advertising 
Affiliation at its 35th annual conven- 
tion here Friday and Saturday. L. E. 
Frailey, Dartnell Corporation, Chi- 
cago, recommended simplicity, which 
he defined in part as use of short 
words, while Helen Campbell, direc- 


tor, Chatelaine Institute, said that 
advertisers are creating a large 
amount of “emotional irritation” 


among women by copy pitched to 
sub-normal intelligence. 

Miss Campbell said that women 
have fixed questioning eyes on all ad- 
vertising, largely as the result of the 
unfair tactics of the submerged tenth. 

“Advertisers are no longer heroes 
to the women of Canada or the United 
States. The damning phrase, ‘just 
advertising,’ is being heard all too 
often.” 

Miss Campbell took the view, how- 
ever, that advertising has a real story 
to tell, and that it should proceed to 
relate that story without further de- 
lay. She listed many of the achieve- 
ments of advertising which she said 
would come as a complete surprise to 
many intelligent women. 


Value of Conservatism 


Understatement in advertising, she 
said, has the value of giving the 
buyer a chance to find a happy sur- 
prise—to discover that the product 
is much better than the manufac- 
turer said it was. Since good adver- 
tisers realize that women are _ in- 
tensely interested in recipes, it is 
startling to find that almost without 
exception, these formulas are printed 
in type so small that it can be de- 
ciphered only by the youngest eyes. 

She ended by reverting to her fa- 
vorite subject. 

“Many advertising men are prone 
to assert that the public has an aver- 
age mental age of 14,” she said. “No 
advertising man who has a 14-year- 
old son or daughter would make such 
a statement. He knows from trying to 
answer his or her questions, that a 
boy or girl of 14 is as bright as a 
new dollar.” 

The Dartnell letter expert, who 
took the negative side of this propo- 
sition, said that “hifalutin’ words 
should be thrown into the garbage 
can. In his immortal address at Get- 
tysburg, Lincoln used 267 words, 194 
consisting of one syllable, 52 of two 
syllables and only 21 of more than 
two syllables. Shakespeare was just 
as sparing in use of polysyllables. 

Mr. Frailey derided much publica- 
tion advertising, samples of which he 
read. He likes the Canadian view- 
point better than that of the United 
States, finding copy in Maclean’s 
more effective than that in The Satur- 
day Evening Post. Much of the ad- 
vertising in the latter, he said, is so 


STEEL BUILDING TO HOUSE EXHIBIT AT WORLD FAIR 


Polished stainless steel structure which will be constructed by United States Steel Corporation at New York exposition. 


strained and unnatural in endeavor- 
ing to root the product in the funda- 
mental desires of the reader that it 
is defeated by logic. 

Absence of reason why is particu- 
larly noticeable, he said. When he 
was with the advertising department 
of a large manufacturer, one of the 
cardinal rules was that every adver- 
tising worker must spend at least 
half of his time among those who use 
the product. That rule would rem- 
edy many of the current defects of 
copy, he believes. 

Among advertisements which were 
criticised by Mr. Frailey was one of 
Willard Storage Battery Company, 
“My husband says that starting fail- 
ures can be dangerous when a 
woman is driving alone.” They are 
just as dangerous when she is accom- 
panied by her husband, according to 
the critic. 

Another was a Talon advertise- 
ment, showing the plight of the 
youth who was seven minutes late to 
work—time which would have been 
saved had the hapless one employed 
the proper closure. Golden Shell was 
held equally unfortunate in its choice 
of a headline, “Wrap up an extra 
quart and I'll use it on my wheat 
cakes.” 

He branded a Texas advertise- 
ment as false in its assertion that 
the motorist who Marfaks his car can 
get a larger trade-in allowance than 
anyone else. Such allowances are 
based on the age of the car exclu- 
sively, according to Mr. Frailey. 

He commended Ford V-8 copy, 
showing two truck drivers discussing 
their professions: “They’ve got to be 
tough to suit me’; a Hamilton watch 
advertisement, “A letter that came 
the night before she graduated,” and 
an equally strong appeal to the emo- 
tions made by the Travelers in insur- 
ance copy, ‘My daddy’s smart.” 

He rapped a Lady Esther adver- 
tisement featuring “Pore-pocked 
nose,” and approved the informative 
copy used by Certo, “Here’s why jams 
and jellies made with Certo taste so 
much better—cost so much less!” 


photostats 


A copy will 


RAP I 


COPY SERVICE CO. 


A World of ‘STAT Knowledge 
— Yours for the asking! 


Would you knowingly pass by an opportunit 
to add to your fund of practical binediedien? 
Especially when that information will save you 
time .. . money . . . effort? RAPID'S hand- 
some, brand-new ‘STAT MANUAL pictorially 
points out 26 unique, workable ways to apply 
rofitably in your business—ways 
you never thought possible. Every advertiser, 
every production man needs this handbook. 


be sent you promptly when re- 


quested on your letterhead. There's no obli- 
gation, of course. 


NEW YORK: 415 Lexington Avenue 
CLEVELAND: Ninth - Chester Building 
CHICAGO: 360 North Michigan Avenue 


GRADUATES TALK 


3; 
- luted 


were sched by ~) college mewnpaper 


"Which Pen 


TE VACUMATION 


Seniors do the selling in current Parker 
pen advertising. 


And Seniors 


Prefer Parker, 
Says Pen Copy 


Janesville, Wis., May 12.—A sur- 
vey said to show overwhelming pref- 
erence for the Parker pen by college 
seniors will feature the graduation 
campaign of the Parker Pen Com- 
pany, to be followed by an extensive 
institutional effort celebrating the 
company’s 50th anniversary. 

The gift market, said to account 
for 63 per cent of all fountain pen 
sales, will be attacked with four- 
color second cover advertisements in 
The Saturday Evening Post of May 
28 and Collier’s of June 11. At the 
same time, 58 metropolitan news- 
papers will be utilized with 1,000-line 
copy in three colors, third pages in 
rotogravure and sixth pages in roto 
and black and white. 


College Survey Used 

All of this copy will tell of a sur- 
vey among 3,739 seniors in 73 col- 
leges and universities made by 
college papers at the request of Na- 
tional Advertising Service, repre- 
sentatives of the school publications. 
Students, according to the copy, 
were asked: “If you were to receive 
a fountain pen for graduation, which 
make would you prefer?” Parker re- 
ceived almost as many votes as all 
other standard makes combined, the 
company reported. 

Parker Pen Company was founded 
in 1888 by the late George S. Parker 
and will reach its 50th milestone 
this summer. Blackett-Sample-Hum- 
mert, Inc., Chicago, handles the 
account. 

Parker Pen Company has failed to 
notice the “recession,” earnings for 
the new fiscal year ended Feb. 28, 
1938, aggregating $645,763, compared 
with $621,494 for the calendar year 
of 1936. The change in accounting 
periods was authorized at a _ stock- 
holders’ meeting March 15, 1937. 

Kenneth Parker, president of the 
company, attributes the increased 


profit to normal effort in sub-normal 
Advertising has been consist- 


times. 


New York State 
Releases First 
1938 Milk Copy 


New York, May 10.—TInitial inser- 
tions in New York State’s $260,000 
milk campaign for 1938-39 appeared 
this week as the annual drive got 
off to its earliest start in history. 
Approximately 200 daily and 400 
weekly newspapers are on the sched- 
ule. Spot radio announcements will 
also be used. 

Copy themes. successfully em- 
ployed in past years, including milk 
as a needed alkaline factor, as a 
complexion aid, and as a reducing 
aid, will be used again this year, ac- 
cording to J. M. Mathes, Inc., the 
agency directing the drive for the 
fourth time. 

Greater emphasis will be placed 
this year on milk as a preventive 
for colds, with copy playing up the 
vitamin A content of milk. An ap- 
peal based on milk-drinking habits 
of leading sport figures will also play 
a part again this year. 

Milk consumption in the New 
York metropolitan area has gained 
for 32 consecutive months. Since 
August, 1935, the downward trend of 
milk consumption in this market has 
been reversed and replaced with a 


cumulative gain of 200,000,000 
quarts, according to Charles S&S. 
O’Donnell, account executive. 


ently maintained, and foreign sales 
have held up well, even in China. 
Taxes paid in the United States 
amounted to $1 per share of common 
stock. 


Cleveland Ad Women 
Elect Mrs. Seifried 


Margaret Bemis Seifried, president 
of Skelly Typesetting Company, has 
been elected president of the Wom- 
en’s Advertising Club of Cleveland. 

Honor Gregory, head of Gregory 
Advertising Inc., was named vice- 
president; Dorothy Messing, adver- 
tising manager, Marshall Drug Com- 
pany, recording secretary; Vanessa 
D. Griffin, assistant to the sales man- 
ager, Hotel Cleveland, corresponding 
secretary, and Madeleine Boccia, as- 
sistant sales manager, Fort Massac 
Chair Company, treasurer. 


Einson Interests 


Sold to Hailparn 


Einson interests have withdrawn 
from Einson-Freeman Company, New 
York lithographer. Stock holdings of 
Abe and Joe Einson have been bought 
by Albert Hailparn, vice-president. 
Leo Einson sold his entire holdings 
in the company a year ago. 

In addition to Mr. Hailparn, other 
officers are Joseph Leigh, president; 
Larry Engel, vice-president; Helen 
Gorin, treasurer, and Frank Gonda, 
secretary. 


Hotel to Hicks 


Montowese Hotel, Indian Neck, 
Branford, Conn., has named Hicks 
Advertising Agency, New York, to 
place a campaign in newspapers and 
class magazines for its 73rd season. 
Fred G. Russel is account executive. 


CROWELL OFFERS 
ADVERTISERS | 
LIVING ISSUE 


New York, May 17.—Crowell Py, 
lishing Company yesterday was hog 
for the second time here to a numbe 
of advertisers, offering a “Living 
Issue” of the American Magazine , 
show which spoke but softly of cirey. 
lation figures and was devoted jp. 
stead to a presentation in real life oy 
the characters scheduled to appear op 
the pages of the magazine. 

This party concluded a tour whic 
began last month and included Bo 
ton, Philadelphia, Chicago, Detroj; 
Cleveland, Akron, Minneapolis, |p. 
dianapolis, Cincinnati and St. Lonjs 
under the direction of J. B. Scarbg. 
ough, national advertising manager 
and local representatives in sever) 
of the cities visited. 

Albert Benjamin, associate editor, 
served as master of ceremonies. Hp 
introduced a cast which included 
Betty Hapworth, well known New 
York model whose likeness adorns 
the cover of the June issue; Rex 
Stout, author of the Nero Wolfe mys. 
tery, “Too Many Cooks”; Louise 
Skene and Gayle W. Maile, “discover. 
ies” of the magazine; Prof. Amos 
Neyhart, Borden Chase, Capt. Hardy 
Smith, Mrs. Helen Von Bauman, 
Capt. Orrin Dwight Bell and Gene 
Sarazen. 

Author Stout, who also has a repv- 
tation as a culinary expert, was re 
sponsible for the luncheon menu. 
This was the same in all cities vis. 
ited and was described to the guests 
as one “prepared by Rex Stout for 
the Epicures of Advertising, from 
the favorite recipes of his famous 
character, Nero Wolfe.” On it were 
such delicacies as cream soup vichys- 
soise; souffle of sweet potato with 
rum and cafe Viennois. 

Each guest also received a souve- 
nir outwardly resembling a copy of 
Mr. Stout’s newest book but actually 
containing recipes developed (by Mr. 
Stout) for Nero Wolfe, “‘the Nemesis 
of crooks and envy of cooks.” 

The stories told by those on the 
program ranged from humor to grim 
drama. Among the more serious 
were Capt. Bell’s story, “Why I! 
Stopped Killing for Money,” a re 
counting of his adventures with the 
Loyalist air forces in Spain, and that 
presented by Mr. Chase and Capt. 
Hardy of the latter’s experiences as 
a pilot captain. In each instance, the 
story told tied in with the author's 
contribution to the magazine. 


Accounts to Ebersold 


Fred H. Ebersold, Inc., Chicag®, 
has been appointed advertising coun: 
sel for McCulloch Engineering Com- 
pany, Milwaukee; Earl Products Di- 
vision, Naylor Corporation, and 
Pianomaster, Inc., Chicago. 


COLLINS 
MILLER & 
‘HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 
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WISE COUNSEL 


GARDEN TOOLS DON'T 

GO ASTRAY when the 
handles are all brightly 
enameled in a color dis- 
tinctive and easy to rec- 
ognize. So before you 
start being the good 
neighbor and lending 
your tools out this Spring, 
color all the handles and 
I'm sure you'll have no 
trouble rounding up the 
rake and trowel when 
you need them! 


Pennsylvania Sugar Company, Philadel- 
phia, turns household guide in its new 
newspaper campaign. 


New P&G Soap 
Contest Gains 
Servel Tie-up 


New York, May 18.—Joining forces 
for a new contest promotion during 
which 300 Servel Electrolux refrig- 
erators will be given away in 30 daily 
contests, Procter & Gamble Com- 
pany, and Servel, Inc., are planning 
extensive advertising support in be- 
half of their joint undertaking. 

Ten refrigerators will be awarded 
daily beginning May 20 for best an- 
swers in 25 words or less to the 
Statement, “I like P. & G. White 
Naptha soap because........ ” Con- 
lestants must accompany their an- 
Swers with five soap wrappers. 

Magazines which will carry Proc- 
ter & Gamble color copy plugging 
the contest include Collier’s, Country 
Gentleman, Country Home, House- 
hold, McCall's, This Week, and Wo- 
man’s Home Companion. In Canada, 
copy will appear in Family Herald 
and Weekly Star, Free Press Prairie 
Farmer, and the Canadian edition of 
Liberty. 

Will Use Roto 


Newspaper promotion will consist 
of rotogravure insertions in the Chi- 
‘ago Tribune and the Toronto Week- 
ly Star. The contest will also be 
mentioned over the air on the White 
Naptha daily show, “The Guiding 
Light,” over 54 stations on the NBC- 
Red network. 

Servel plans cooperative newspa- 
er advertising with its dealers, as 
Well as assisting Procter & Gam- 
ble in point-of-sales promotion. Cer- 
vel advertising will also carry men- 
tion of the contest. 

Compton Advertising, Inc., is plac- 
ing copy for Procter & Gamble and 
Batten, Barton, Durstine & Osborn, 
Ine, for Servel. 


Casmir, New Account 
to St. Louis Agency 


aenarvin Casmir, formerly presi- 
‘nt of Casmir-Laird, New York 
me, has been appointed account 
‘Xecutive in charge of fashion ad- 


‘ertising for Ridgwa 
Louis. gway Company, St. 


The 

fd to 

) Paign 
0 


agency has also been appoint- 
handle a business paper cam- 
for the Angelica Jacket 


*Mpany, St. Louis, manufacturer of 


Continental 
Apple Drink 
in U. S. Debut 


Portland, Oreg., May 17.—Capital- 
izing an axiom which has gained 
considerable circulation in this coun- 
try, a campaign for Dr. Schoop New 
West apple juice will urge the pub- 
lic to “Drink your apple a day.” 
First space appeared in the Oregon 
Journal this week and other dailies 
in Northwestern cities will be used 
in the immediate future. Magazine 
advertising is scheduled for fall. 

The play on words is also evident 


in three-color lithographed point-of- 
sale displays, merchandised to the 
trade as “a new way to make apple 
‘jack’.” 
Produced by Scientist 

The new beverage is produced by 
a scientist of Rheinfelden, Switzer- 
land, said to have achieved fame on 
the continent through a _ patented 
process of converting apples into a 
delicious drink which gained wide 
popularity. This method is reported 
to eliminate cloudiness, loss of flavor 
and breakdown of fluid elements. 


Eldridge Food Sales, Portland, is ‘ 


Oregon distributor of the new drink, 
which is sold in bottles. The Izzard 
Company, Seattle and Portland, 
which has been identified with apple 
advertising since 1923, is the agency. 


Bennett Sues Again 


Constance Bennett, film star, has 
filed a new libel suit against Jimmy 
Fidler, radio commentator on a pro- 
gram sponsored by Procter & Gam- 
ble Company, asking $350,000 dam- 
ages for alleged defamation of char- 
acter. Miss Bennett has another suit 
against Mr. Fidler pending in which 
she asked $250,000 damages. This 
involved a broadcast during May, 
1937, while the new charges refer to 
broadcasts during May, October and 
December, 1937. 


Esane Names Bridge 


Esane Company, Philadelphia, 
maker of a proprietary medicine, has 
appointed Harry P. Bridge Company, 
Philadelphia, as its agency. Maga- 
zines are scheduled. 


Open Salmon Drive 


First copy in the salmon canners’ 
national campaign appeared May 
19 and was released by J. Wal- 
ter Thompson Company, Seattle. 
The schedule includes 63 newspapers 
in 48 cities, and a full-color page in 
The American Weekly May 22. Other 
magazines on the list are Country 
Gentleman, Good Housekeeping, 
Household, Ladies’ Home Journal, 
McCall’s Magazine, Progressive 
Farmer, Successful Farming and 
True Story. 


Lawler in New Post 


John J. Lawler, formerly with 
Reincke-Ellis-Younggreen & Finn, 
Chicago, has joined Burnet-Kuhn Ad- 
vertising Company, Chicago, as ac- 
count executive. 
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ADVERTISING AGE 


Donahue Tells 


Arrangements 
for Glasgow 


London, Ont., May 19.—Advertis- 
ing men planning to attend the In- 
ternational Advertising Convention 
in Glasgow, Scotland, June 25-29, 
should register with the Advertising 
Association, 110 Fleet street, London, 
E. C. 4, England, Harold W. Donahue, 
chairman, On-to-Glasgow committee, 
announced today, Hotel reservations 
should be made through S. Chamber- 
lin, 332 Argyle street, Glasgow, C2, 
Scotland. 

The favored convention boat will 
probably be the Samaria, which 
leaves Montreal June 17, and Boston 
the following day. Sailing direct for 
Glasgow, via Greenock, the Samaria 
will be the last ship for the conven- 
tion. A number of earlier boats are 
available, among them being the fol- 
lowing: 

June 11, Brittanic, to Cobh, South- 
ampton, Havre and London, leaving 
Boston June 12; June 10, Laconia, to 
Galway, Belfast and Liverpool, leav- 
ing Boston following day; June 8, 
Queen Mary to Cherbourg and South- 
ampton; June 3, Franconia, direct to 
Glasgow, via Greenock, leaves Bos- 
ton June 4; June 1, Aquitania, to 
Cherbourg and Southampton; May 
28, Georgic, to Cobh, Southampton, 
Havre and London. 

The Empire Exhibition will pro- 
vide an interesting side-attraction for 
the conventioneers, who will receive 
free season tickets. 


Raveson with Agency 


Sherman H. Raveson has been ap- 
pointed art director of Pettingell and 
Fenton, New York. He was formerly 
art director of Vanity Fair, Apparel 
Arts, New York office of Esquire, and 
Life. Mary Sweer has also joined the 
agency’s art staff. She was formerly 
with Kaufmann’s, Pittsburgh. 


Seidenbaum for Marks 


William G. Seidenbaum Advertis- 
ing Agency, New York, has been ap- 
pointed to handle advertising of 
Marks Polarized Company, Long 
Island City, N. Y., manufacturer of 
optical lenses and plates for photog- 
raphy and scientific uses. 


Drive for Face Powder 


Outdoor Girl face powder is being 
featured in rotogravure by Affiliated 
Products, Inc., Jersey City. The cam- 
paign, which opened May 22, was 
placed by Monroe F. Dreher, Inc., 
New York. 
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Getting Personal 


John L. Meyer, secretary-treasurer of the Inland Daily Press Asso- 
ciation, has fully recovered from his recent illness and was on hand 
for the association’s spring meeting in Chicago last week. . . Jerome 
D. Barnum, Syracuse Post-Standard publisher, has the distinction of 
being the only delegate to the New York Constitutional Convention 
who is chairman of two committees. He heads the committees on agri- 
culture and on printing. . 


Among the gifts which Harry 
Whitney, Larkin Company, Buf- 
falo, took back from the Hamil- 
ton convention of the Advertising 
Affiliation was a handsome 
leather brief case, to remind him 
of his year as president of the 
organization. . . Ernie Goodman, 
‘chief of police of Hamilton, is a 
direetor of the -advertising club 
of that city. And did the visitors 
take advantage of his good na- 
ture! ... 


His Worship, William Morri- 
son, Mayor of Hamilton, wel- 
comed the Affiliation to the city, 
and incidentally remarked that 
His Honor, Tom Holling, Mayor 
of Buffalo, who attended with 
the delegation from his city, is 
a native of Canada. Mayor Hol- 
ling quickly denied the gentle 
canard, explaining that his 
parents moved to Michigan for 
the blessed event. Walter 
Pitkin, of The Farm Journal 
and “Life Begins at Forty,” was 
the Affiliation banquet speaker, 
discussing “The Hard Boiled 
Consumer—and Who Boiled Him.” 


FAIR FLYER—Thelma Roberts, fashion 
specialist for Meyer Both Advertising 


Service, New York, combines business 
and pleasure at every opportunity. 


John L. Condon, president of the Condon Company, Tacoma agency, 
has just finished a series of lectures on advertising before the School 
of Business Administration, University of Oregon. . . George Butterly, 
of Frank Kiernan & Co.. New York, is first vice-president of the Brook- 
lyn Young Men’s Chamber of Commerce for the 1938-39 season and 
is also chairman of the crime committee of the same organization. . . 


Those who haven’t won as many friends or influenced as many 
people as they wished should get ready to read “The Art of Persuading 
People,” by James A. Worsham, St. Louis. Harper & Brothers, New 
York, will publish the book in the fall... Paul A. Bennett, in charge 
of typographic layout for Mergenthaler Linotype Company, New York, 
has sailed for a two-months’ stay in Europe. He will visit affiliated 
companies in England and Germany and will also visit printers, pub- 
lishers and type foundries in Scotland, Holland, Belgium and France. . . 


In recognition of his election to the presidency of the Associated 
Press, Col. Robert McLean, Philadelphia Evening Bulletin president, 
is being feted at a Poor Richard Club dinner May 25... 


J. R. Vernon, a. m., Johnson Service Company, Chicago tempera- 
ture control manufacturer, is new president of the Illinois chapter of 
American Society of Heating and Ventilating Engineers. . . The St. 
Louis Junior Advertising Club celebrated its 25th anniversary last 
week with a Homecoming dinner at Norwood Hills Country Club. Old- 
Timer Len Bray won a name contest staged to see who could remem- 
ber the most old-timers. He turned in 112 names... 


Lucile Cannon, daughter of the president of KSL, Salt Lake City, 
is wearing the fraternity pin of Wayne Richards, KSL announcer. And 
they met 13 in-laws on Friday the 13th too... 


Alvan Sommerfield, Chicago promotion manager of Collier's, has 
found the one and only in Kaye Brinker, star of CBS Manhattan 
Mother show. They'll make it permanent June 16... 


With the same fortitude that made him a Princeton football star, 
J. C. Taylor, Ethyl Gasoline v. p. and s. m., tackled a massive pine- 
apple concoction at the annual American Magazine editorial luncheon 
at the Waldorf the other day. Superb timing threw the upper deck 
of the ,uzzling dessert off stride, and after that it was child’s play to 
knock the hidden sherbet for a ten yard loss. William C. Mc- 
Keehan, J. Walter Thompson v. p., seated beside the ex-gridiron war- 
rior, took the cue and did pretty well with his own assignment. 
J. B. Scarborough, national ad manager of the magazine, did some 
general presiding over the party, notwithstanding a bandaged left 
wrist, the by-product of a recent horsemanship mishap. . . 


June’s in the offing and the middle-aisle brigade is lining up very 
nicely, thank you—for instance, there’s Shonette Lasky, the genial 
voice cf the advertising department at Architectural Record. She’ll 
make it a pair soon with Judd Fisher, a steel man . . . And then comes 
Myron L. Smith, Advertising Management, Inc., Boston, whose engage- 
ment to Constance Karrt of Brooklyn was just announced. They’ll 
honeymoon aboard a tramp ship to Europe. . . 


James D. Mooney, General Motors export chief, had some en- 
couraging news to offer when he returned from a South American 
cruise last week with Mrs. Mooney and daughter Martha.: !American 
cars are still the most popular, he said, and will continue so for many 
YOars. «. 


Interrupting a broadcast of the KSL orchestra, Earl J. Glade, man- 
aging director of KSL, Salt Lake City, presented Trumpeter Danny 
Frewin with a $25 check and the admonition, “Any of the rest of you, 
who figure it’s worth being married for, can expect the same.” .. 


President Thomas H. Beck, of Crowell Publishing Company, told 
the Advertising Club of Boston tecently that professional research 
groups who condemn advertised products are “termites.” . . 


Roy W. Howard, board chairman of Scripps-Howard Newspapers, 
was presented with a scroll by the New York chapter of the Sons of 
Indiana, honoring him as a “newspaperman preeminent.” .. . The Chi- 
cago Federated Advertising Club will hold its ox roast June 4 at Bangs 
Lake, 40 miles northwest of Chicago, Gordon St. Clair, John F. Jelke 
Company, general chairman, has announced. . . 


GETS EAGLES—Lloyd H. Duffin (tight), automobile advertising expert, Salt 
Lake City Deseret News, is promoted to Colonel in command of the 145th Field 
Artillery and receives his new insignia from Col. A. E. Wilfong. 


Earnings of 
Advertisers 


Libby, McNeill & Libby 

For the fiscal year ended Feb. 26, 
1938, net profit was $2,777,792 com- 
pared with $4,502,315 in the previ- 
ous fiscal year, a drop of 38 per 
cent. Net sales totaled $74,716,418, 
compared with $74,391,928 for the 
previous year and $59,875,794 in 
1936. 


Yellow Truck & Coach 

Report shows consolidated net in- 
come of $3,571,669 for the year end- 
ed Dec. 31, 1937, and net sales of 
$73,451,555, against net sales of $59,- 
426,329 in 1936. This is an increase 
of 24 per cent in net sales. 


Coty, Inc. 

Net profit for the year ended Dec. 
31, 1937, amounted to $516,077, com- 
pared with $216,994 in 1936. This is 
a rise of 138 per cent. 


Tide Water Associated Oil 

Report for the year ended Dec. 31, 
1937, shows net profit of $15,801,383, 
compared with $10,217,927 in 1936, 
an increase of 55 per cent. 


Union Carbide & Carbon 


Earnings in 1937 were $42,782,128, 
compared with $36,852,208 in the 
previous year, a rise of 16 per cent. 


Distillers Corp.-Seagrams, Ltd. 
Net profit for 12 months ended 


Jan. 31, 1938, totaled $8,020,146, com- | 
pared with $7,672,555 for 1937. This | 


is an increase of 4.53 per cent. 


Bendix Aviation Corporation 

Net income declined from $3,025,- 
490 in 1936 to $2,255,133 in 1937, a 
decrease of 25.47 per cent. 


Simonds Saw & Steel 
Consolidated net income for 1937 
was $1,738,527, against $1,515,041 
for 1936. Consolidated net sales in 
1937 were $10,089,148, an increase of 
16 per cent over the $8,725,145 re- 
ported for the previous year. 


J. C. Penney Company 

For the year ended Dec. 31, 1937, 
net earnings totaled $16,575,164, 
compared with $18,712,488 in 1936. 
Total sales for 1937 were $275,375,- 
137, against $258,322,479 in 1936, a 
gain of $17,052,658. 


Motor Wheel Corporation 

Report shows net income of $1,- 
795,143 for the year ended Dec. 31, 
1937, compared with $1,800,932 in 
the previous year. Net sales in 
199% increased 23 pér cent over the 
préecedittg year. 


Gorham, Inc. 


The company reports net income 
of $52,454 for the year ended Jan. 
31, 1938, against $23,190 for the cor- 
responding period a year ago. Gor- 
ham Mfg. Company shows net in- 
come of $624,080 for the fiscal year 


Court Upholds 


Texas Tax for 
Advertising 


San Antonio, Tex., May 17.—Motion 
for a rehearing on the suit of a local 
citizen seeking an injunction to pre. 
vent the City of San Antonio from 
collecting the three-cent advertising 
tax levy was denied by the Fourt) 
Court of Civil Appeals today. The 
action, instituted immediately after 
the campaign had been started, re. 
sulted in suspension of copy and 
plans prepared by Wyatt, Aniol ¢ 
Auld, agency handling the contract. 

The order handed down by the ap- 
pellate court sustained the legality 
of the tax levy. While an appeal to 
the Texas Supreme Court is expected, 
the campaign will be resumed as 
soon as the necessary orders can be 
issued. 


ended Jan. 31, 1938, compared with 
$420,105 in the previous fiscal year 


Exploit New Buses 


Newspapers, radio, farm papers, 
state teachers’ magazines, business 
papers, college newspapers, direct 


mail, window displays and car cards 
are being used to promote the ai! 
conditioned buses _ of _ Interstate 
. Transit Lines, Union Pacific Stages 
and Chicago & Northwestern Stages 
'The campaign will be concentrated 
} during the remainder of May and 
; through June. 


Frankel-Rose Gets Two 


Elliott Paint & Varnish Compapy, 
‘Chicago manufacturer of Lux-Namel, 
and Debette Company, manufacturer 
of Debette Underarm shaver, have 
appointed Frankel-Rose Company, 
Chicago, to‘ direct their advertising 
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NEW FRANKLIN 
SHRINE CREATED 
IN PHILADELPHIA 


Philadelphia, May 21—A 30-ton 
seated figure of Benjamin Franklin 
was unveiled in the Franklin Insti- 
tute Rotunda tonight as members of 
the Poor Richard Club, the Philadel- 
phia Club of Printing House Crafts- 
men and the Typothetae attended a 
dinner in honor of their patron saint. 
The unveiling of the heroic James 
Earle Fraser statue was the climax 
of three days of ceremonies, includ- 
jng lectures on pure and applied sci- 
ence, a two million dollar philatelic 
exhibition, military and naval dis- 
plays and exhibits contrasting the 
printing of Franklin’s time with that 
of today. 

Donated by the late William L. Mc- 
Lean, of the Evening Bulletin, the 
statue is of white Seravezza marble, 
approximately twice life size. On its 
massive pedestal it rises 18 feet 
above the floor. 

Three hundred and fifty members 
of the advertising and printing fra- 
ternity attended the dedicating din- 
ner. As the statue was unveiled a 
massed chorus of 1,800 voices sang 
“America, My Wondrous Land.” This 
song with words by the late Dr. 
Harry Webb Farrington and music by 
Rob Roy Peery, Philadelphia com- 
poser, was one of the two prize win- 
ning Benjamin Franklin songs se- 
lected by a jury of eminent musi- 
cians, headed by Eugene Ormandy, 
Jose Iturbi and Paul Whiteman. 


Dedicated by Roper 


Conveyed by loud speakers to the 
audience, a message from the Presi- 
dent of the United States was deliv- 
ered by Secretary of Commerce 
Roper. 

The statue was unveiled by ten- 
year-old Louisa Johnson Castle, of 
Wilmington, a fifth great-granddaugh- 
ter of Benjamin Franklin. 

The president of the Institute 
bought from Postmaster General 
James A. Farley the first of the new 
one-half cent Benjamin Franklin 
stamps of the Presidential series, 
bearing a reproduction of the head 
of the new Fraser statue. The Bureau 
of Engraving and Printing installed 
a press at the exhibition and printed, 
for the first time outside of Wash- 


ington, bi-colored airmail stamps. 
Contrast in Methods 
Progress in printing, Poor Rich- 


ard’s craft, was demonstrated with a 
hand-press used in Franklin’s shop 
and a modern four-color process 
press. Lectures on applied science 
were given at the Institute this morn- 
ing memorializing Franklin as 
“Printer and Business Man.” Dr. W. 
E. Wickenden, president, Case School 
of Applied Science, Cleveland, spoke 
on “The Man of Science and the Man 
of Affairs.” 


Under the auspices of the Poor 


7 


ELECTROTYPE CO.’ 
CINCINNATI 


Branch Plants or Offices 


Atlantic Electrotype & 
| Stereotype Co., 
228 E. 45th St., New York } 


Northern Electrotype Company 
41 Burroughs Avenue, Detroit 
_. _ Hoffschneider Bros. 
500 Howard St., San Francisco 
Philadelphia Mat & Plate Co 
243 N. Juniper St., Philadelphia 
Chicago, 400 North Michigan 
Ave. (Wrigley Bldg.) 


Atlanta, Rhodes Haverty Bldg., 
134 Peachtree Street 


WORLD'S LARGEST MAKERS 
OF ADVERTISING PLATES 


BENEVOLENT BEN 


New statue of advertising's patron saint. 


Richard Club, a “Young Philadelphia” 
parade wound its way from Broad 
street out the Benjamin Franklin 
Parkway to the Institute. There, 
with a massing of colors and bands, 
took place the presentation of awards 
to winners of the essay contest con- 
ducted by Poor Richard Club on 
“What Franklin Did for America and 
for Us Who Live Today.” Presenta- 
tions were made by Josephus Dan- 
iels, U. S. Ambassador to Mexico. 

At 5 p. m. Saturday, members of 
the Club of Printing House Crafts- 
men and the Typothetae of Philadel- 
phia and friends of the printing in- 
dustry made a pilgrimage to the new 
shrine. 

A formal Dedication Dinner at the 
Hotel Bellevue-Stratford, brought the 
three day program to a conclusion. 
Among the guest speakers were Her- 
bert C. Hoover, former President of 
the United States, and Roland S. 
Morris, president of the American 
Philosophical Society and former 
ambassador to Japan. 


Copy Expert 
Is Winner of 


Sun’s Contest 


New York, May 17.—Theodore S. 
Garrett, a copywriter for Young & 
Rubicam, Inc., was $500 richer today 
after winning the award in a contest 
sponsored by the New York Sun for 
the best campaign submitted for use 
as newspaper promotional copy for 
Father’s Day, June 19. 

The contest, which attracted 69 en- 
tries, was judged by a committee 
headed by Leo E. McGivena, presi- 
dent, Briggs & Varley, Inc., and in- 
cluding the following: John J. Cava- 
nagh, chairman of the board, Hat 
Corporation of America; Ralph E. 
Ladue, president, John David, Inc.; 
C. R. Palmer, president, Cluett, Pea- 
body & Co.; William O. Riordan, 
president, Stern Brothers; Jack I. 
Straus, executive vice president, R. 
H. Macy & Co.; and Phillips Turn- 
bull, president, Rogers Peet Company. 


Tribute to Old Man 
Mr. Garrett’s campaign will appear 
in the Sun, and various other news- 
papers are expected to use the same 
copy. Captions of the winning lay- 
outs are, “The Time the Old Man 
Licked Me,” “To the Man I Called a 


Tightwad,” ‘My Father is Funny 
About Presents,” and ‘When Pop 
Was 21.” 


In commenting on the contest, Mr. 
McGivena said, “It was a stereotyped 
theme and a difficult subject. It was 
hard to show any originality. Yet 
the quality of the entries was sur- 
prisingly high and uniformly good. 
There was a fine blending of senti- 
ment but no lack of selling power. 
The contest was of particular inter- 
est in that it brought out new, un- 
known and young ability.” 


Names Carr Liggett 

Carr Liggett, Advertising, Cleve- 
land, has been appointed by Pennsyl- 
vania Refining Company, Butler, Pa., 
to handle promotion of Penn-Drake 
motor oil, Blue-Blood gasoline and 
other petroleum products. Newspa- 
pers, trade publications and direct 
mail are scheduled. Carr Liggett is 
account executive. 


PROMOTION AND 
(Continued from Page 2) 

ing that market data is more valu- 

able than mere circulation compar- 

isons. 

Mr. Albert also reminded publish- 
ers that while persuading manufac- 
turers to set aside a fair portion of 
gross income for advertising, they 
should not omit to take similar ac- 
tion themselves. 

Terming the Iowa-Illinois plan a 
“start toward simplification of news- 
paper efforts in collective promo- 
tion,” Mr. Marshall said that this 
plan will go into operation July 1 
and only slightly changed from the 
original draft made three months 
ago. The five major points were re- 
ported in ApverTiIsING AGE April 4. 

He asserted that this plan does not 
attempt to settle all newspaper prob- 
lems such as the national-loeal rate 
question. Criticizing the attitude of a 
Chicago representative who attacked 
the plan, Mr. Marshall asserted that 
it is directly in line with the United 
Front of the ANPA Bureau of Adver- 
tising and that it is up to those not 
in favor of it to suggest a better 
method. 

It was also reported at this session 
that definite approval will be sought 
from the newspaper committee of the 
American Association of Advertising 
Agencies on the joint billing and col- 
lection method proposed in the plan. 

Discussing the cooperation to be 
given an advertiser by the newspa- 
per, Mr. Meyerhoff, the agency presi- 
dent, emphasized the need for clarifi- 
cation of this issue. Too often, he 
said, the newspaper’s cooperative ef- 
forts directed at the local retailer 
convey the idea that the latter is do- 
ing the former a favor. 

The retailer who is asked to give 
special display to advertised articles 
must be convinced that this display 
will bring him increased turnover 
and greater profit, Mr. Meyerhoff de- 
clared, adding that there should be 


“a real effort to explain advertising 
to the merchant.” 


Must Stress Turnover 


This explanation, Mr. Meyerhoff 
suggested, would illustrate the value 
of greater turnover on advertised 
brands sold at a comparatively small 
margin of profit as opposed to less 
frequent sale of unadvertised brands 
at a higher margin of profit. He pre- 
dicted that such merchandising by 
the newspaper would not only in- 
crease the value of its national lin- 
age but stimulate local advertising. 

Mr. Miller’s address on dramatiz- 
ing local advertising embraced an- 
other approach to be made by news- 
papers to local merchants inclined to 
divert their advertising to other 
media. 

Recounting his own experiences, he 
suggested that publishers stage infor- 
mal meetings with local merchants, 
emphasizing to them not only the 
selling power of newspaper advertis- 
ing but also the personal element in- 
volved. Newspapers, he said, gener- 
ally employ a larger group of local 
citizens than other competing 
media, and it should be pointed out 
that these individuals comprise a 
buying group actively and personally 
interested in the success of local 
businesses. 


Protests Radio Publicity 


The question and answer hour con- 
cluding the conclave evoked vehe- 
ment protest against free promotion 
for radio advertising. Among those 
taking up this issue was Joe M. 
Bunting, general manager, Panta- 
graph, Bloomington, Ill., who _ re- 
peated several of his remarks made 
recently at the ANPA convention. 

“We wouldn’t have to worry nearly 
so much about losing national lin- 
age,” Mr. Bunting declared, “if we 
hadn’t given so much of it away al- 
ready.” 

As an example of national linage 
decline, Mr. Bunting said that pres- 


BUSINESS PAPER COPY GETS S.T.A. AWARD 


This Collins, Miller & Hutchings advertisement designed by John Averill won 
the 1938 S.T.A. award in its class. Photo by A. George Miller, Inc. 


ent indications point to a 1938 na- 
tional linage total for the Panta- 
graph of 30 per cent of 1929. 

Answering those who felt that ra- 
dio programs and publicity should be 
carried because of the reader inter- 
est, he asserted that the same thing 
might be said of classified advertis- 
ing. Mr. Bunting added that since 
his paper banned all radio publicity 
in 1932, circulation has gone up ra- 
ther than down and is now at its 
peak. 

Others at this session advanced the 


view that radio advertising, limited 
by the fact that there are but 24 
hours in each day, is nearing its 
peak, and that publishers would gain 
much by stressing that newspapers 
are read by choice and at the read- 
er’s leisure. 


Warren to PhotoColor 


H. W. Warren, for 12 years vice- 
president and sales manager, Na- 
tional Studios, has joined PhotoColor 
Studios, Inc., New York, in the same 
capacity. 


each week. 


ADVERTIS 
100 E. Ohio 


A Good Spot 


The Advertising Market Place is a 
good spot to be in when you want 
to buy or sell the infinite variety 


of goods and services used daily 
in the advertising field. 


The rates are reasonable —the 
results frequently astonishing. 


Last forms close Thursday of 


Write now for descriptive folder 
of specimen ads and special dis- 
counts on term contracts. 


The Advertising Market Place 


ING AGE 
St., Chicago 
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Coming 
Conventions 


May 30-June 1 
tion, Southern 
ers Association, 
Miss. 


Annual conven- 
Newspaper Publish- 
Edgewater Park, 


June 1-4—-Annual convention, Na- 
tional Association of Direct Selling 
Companies, Lake Wawasee, Ind. 


June 12-16 — Annual convention, 
Advertising Federation of America, 
Statler Hotel, Detroit. 


June 12-15 — Annual convention, 
Newspaper Advertising Executives 
Association, Detroit. 


June 13-16 — Annual convention, 
Association of Newspaper Classified 
Advertising Managers, Nicollet Hotel, 
Minneapolis. 


June 20-23—Annual meeting, Na- 
tional Conference on Visual Educa- 
tion, Francis W. Parker School, Chi- 
cago. 


June 21-23—Annual convention, In- 
ternational Circulation Managers 
Association at Quebec. 

June 25-29—International Advertis- 
ing Convention, Glasgow, Scotland. 

June 26-30 — Annual convention, 
International Association of Display 
Men, Mayflower Hotel, Washington, 
D. C. 

June 26-30 — Annual convention, 
Pacific Advertising Clubs Associa- 
tion, Ambassador Hotel, Los An- 
geles. 

July 2-4—Annual convention, Trade 
Association of Advertising Distribu- 
tors, Hotel Statler, Detroit. 

Aug. 14-17 — Annual convention, 
International Association of Printing 
House Craftsmen, Boston. 

Aug. 16-19 — Annual convention, 
National Sign Association, Stevens 
Hotel, Chicago. 

Aug. 23-25 — Annual convention, 
Outdoor Advertising Association of 
America, Denver. 

Sept. 18-21—Annual convention, 
Mail Advertising Service Associa- 
tion, Hotel Statler, Detroit. 

Sept. 19-23—-Seventh International 
Management Congress, Washington, 
> ©. 

Sept. 21-23 — Annual conference, 
National Industrial Advertisers As- 
sociation, Hotel Statler, Cleveland. 

Sept. 28-30 — Annual convention, 
Direct Mail Advertising Association, 
Stevens Hotel, Chicago. 

Sept. 28-Oct. 1 — Annual conven- 
tion, Association of National Adver- 
tisers, The Homestead, Hot Springs, 
Va. 

Oct. 8-9 —- Annual convention, Na- 
tional Advertising Agency Network, 
Washington, D. C. 

Oct. 21-Nov. 3—Annual convention, 
Financial Advertisers Association, 
Fort Worth, Tex. 


Leaves Gimbel 


Joseph J. Librizzi has resigned as 
sales and publicity director of Gim- 
bel Brothers store, Milwaukee, effec- 
tive May 31. His successor has not 
yet been named. 


ers  _——— 
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_ REPRESENTATIVE — THE KATZ AGENCY, Inc. 
Affiliated With The Oklahoma Publishing Co. 


REGULATION OF 
DRUG COPY GETS 
CONVENTION OK 


Proprietary Association Hails 
New Era 


New York, May 17.—Urging adver- 
tisers to regard the Federal Trade 
Commission’s new powers under the 
Wheeler-Lea act “not as a sword to 
be used against them but as a shield 
to protect them and the public from 
the lesser number of unscrupulous 
business men,” Commissioner R. E. 
Freer today assured the 56th annual 
meeting of The Proprietary Associa- 
tion here that the commission will 
proceed with “understanding and ap- 
preciation of the problems that face 
business men generally in merchan- 
dising their wares.” 

The necessity for corrective action 
on the part of the commission, Mr. 
Freer pointed out, should be reduced 
to a minimum by the voluntary co- 
operation of advertisers, particularly 
in the drug field. Advertisers them- 
selves know when copy is misleading 
not only because of what is stated 
or reasonably inferred, he remarked, 
but also because of concealment or 
omission. The FTC itself hopes that 
the “force of public opinion as re- 
cently expressed in a general demand 
for passage of the Wheeler-Lea act 
providing a stricter regulation of ad- 
vertising of all commodities in gen- 
eral and of food, drugs, devices and 
cosmetics in particular, will be suffi- 
cient to cause advertisers generally 
to make their copy tell the truth, the 
whole truth and nothing but the 
truth.” 

In tracing events leading up to 
passage of the new law, Mr. Freer 
asserted that advertising in the field 
of proprietary medicines has largely 
been responsible for consumer and 
Congressional demands for stricter 
regulation of advertising. 


Bristol Leads Applause 


Lee H. Bristol, vice-president, Bris- 
tol-Myers, and chairman of the asso- 
ciation’s public relations committee, 
applauded the self-regulatory meas- 
ures taken by the proprietary group 
as “the soundest kind of public rela- 
tions” and a practical step in the di- 
rection of “new day requirements.” 

“This industry serves 20,000,000 
people a day,” he declared. “Our 
customers are our strongest allies. 
Give them the facts they want and 
cultivate a favorable relationship. If 
you do this, they will turn a deaf ear 
to the rabble-rousers who seek to 
poison and prejudice them against 
you. 

“There is not a business executive 
today who does not sense the crystal- 
lizing public demand for business 
practices that conform to the inevi- 
table requirements of a_ socially- 
minded era. This demand is strik- 
ingly manifested in the growing in- 
terest on the part of the consumer 
in the way business conducts itself. 
The compensating factor is that un- 
der the powerful searchlight of polit- 
ical ‘finger-pointing’ and public peer- 
ing, business has been able to recog- 
nize its own defects and take steps 
to remove them. 

“Business can no longer hide its 
faults. Its practices today are as pub- 
lic as the proverbial goldfish. By the 
same reasoning it has a great oppor- 
tunity to display its virtues—virtues 
which I am sure a fair-minded Amer- 
ican public will quickly recognize. 
Whoever started the so-called con- 
sumer movement, inadvertently or 
not, laid on the doorstep of business 
the lustiest public relations opportu- 
nity which it has ever been the good 
fortune of business to embrace.” 


Preyer Welcomes Law 


The newly delegated powers of the 
FTC were also hailed by William Y. 
Preyer, vice-president, Vick Chemical 
Company, and chairman of the as- 
sociation’s advertising committee, 


Walter J. Held | 
President at 
- San Francisco 


Held, of the public relations depart- 
ment of Standard Oil Company, was 


San Francisco, May 19.—Walter J. 


unanimously 
elected president 


of the San Fran- 
cisco Advertising 
Club at its an- 


nual meeting. 

Howard Wil- 
loughby, director 
of sales, Foster 
and Kleiser Com- 
pany, was elected 
vice - president, 
with Mrs. Fay 
King Watts, pub- 


. ¥ Jack Held 
lishers’ represen- 

tative, as secretary, and L. E. Town- 
send, advertising manager of the 


Bank of America, as treasurer. 

The following directors were elected 
to serve for two years: Al Hoffman, 
Graphic Arts Engraving Company, 
and president, American Association 
of Photoengravers; R. L. Litchfield, 
advertising manager, San Francisco 
Call-Bulletin; Mrs. Edith Atkins An- 
derson, president of Robert S. At- 
kins, Inc.; William B. Ryan, sales 
manager, National Broadcasting Com- 
pany; and Reeve Watson, advertising 
manager, Blake, Moffitt & Towne. 
Wilmot P. Rogers, advertising di- 
rector of the California Packing 
Corporation, retiring president of the 
Club, becomes ex-officio member of 
the Board. 


facturer and the honest advertising 
agent welcomes this day when the 
integrity of advertising is protected 
by law and when dishonest advertis- 
ers can no longer embarrass a great 
industry.” 

Reviewing the association’s self- 
regulation activities during the past 
four years, he pointed out that a dual 
purpose had been served in protection 
to both consumer and _ legitimate 
manufacturer. If good advertising 
can be measured by restraints upon 
unreasonable claims, he added, then 
the advertising of packaged medi- 
cines today is as good, if not better, 
than that of any other consumer 
products. More than 30,000 pieces of 
copy have been submitted to the re- 
viewing staff of the advisory commit- 
tee since its organization, he said, 
and advertising agencies, publishers 
and radio stations have continued to 


avail themselves of the _ group’s 
services. 
Truth Lasts Longer 
Truthful advertising is a potent 


sales producer over a period of time, 
Dr. Frederick J. Cullen, medical di- 
rector of the association, told the 
convention. Admitting that spectac- 
ular, exaggerated therapeutic claims 
for a product will stimulate sales, he 
nevertheless expressed the conviction 
that more permanency in the sale 
curve can be achieved by “statements 
based on fact” as a‘solid foundation. 

Dr. Cullen projected onto a screen 
examples of objectionable copy 


vertising in various media. Among 
the statements he labeled taboo were 
the following: 

Stubborn rheumatism, rheumatic 
gout, neuritis and sciatica; excess 
uric acid may be the cause of stiff, 
swollen, pained joints; rheumatism 
cripples me every spring; man old 
at 45 now vigorous and young again; 
money-back stimulators give new 
health hope; money-back gland tonic 
restores vigorous health; germs in 
your kidneys ruin pep and health; 
when kidney trouble causes you to 
get up nights; flush kidneys of poi- 
sons and stop getting up nights; en- 
ergy, strength, good health depend 
on strong organs; lose unsightly fat 
quickly and safely; free samples of 
remarkable treatment for stomach 
ulcer (due to gastric-hyperacidity) ; 
know your vitamins; asthma cause 
dissolved in one day; offer free sam- 
ple of new high blood pressure cure; 


phrases culled from proprietary ad- | 


— 


The rates for this department are 
“Help Wanted,” 
“Representatives Available,” 30 cents 
cash with order. 
$4.75 per inch. Write for descriptive 
insertions. 


“Positions Wanted,” 


All other classifications (single insertion rates): 


as follows: 
“Representatives 


Wanted,” an 
a line, minimum charge - 


$1. Term; 


% in., $2.75; 1 to 3 ir 
folder describing discounts for tery 


—_ a 


BUSINESS OPPORTUNITIES 


POSITIONS WANTED 


BUSINESS OF YOUR OWN! Booklet 
with 82 tested Advertising and Jour- 
nalistic plans. Workable in most com- 
munities—spare or full time. $1,000 
earned on one of these ideas. Dollar 
brings complete _ facts. SYNDICA- 
TORS, 3335 Diversey, Chicago. 


HELP WANTED 


Advertising Sales Manager wanted by 
monthly magazine with over half mil- 
lion circulation (A. B.C.). Must have 
wide experience in selling national 
advertisers and ability to direct 
others along same lines. Opportunity 
for real business getter to secure part 
interest in company. Give full par- 
ticulars as to age, education, experi- 
ence, salary required at start. Send 
photograph if possible. Correspond- 
ence strictly confidential. 

Box 1445, ADVERTISING AGE, N. Y. 


POSITIONS WANTED 
PRODUCTION MAN, now employed, 
seeking opportunity with establishea 
Chicago agency. University gradu- 
ate, 30 yrs. old, advertising training 
and experience. Excellent technical 
background acquired managing news- 
paper, operating printing and litho- 
graph plants. Good organizer. Well 
acquainted among Chicago sources of 
supply. Several long standing contacts 
could be developed as accounts for 
right agency. Write 

Box 1442, ADVERTISING AGE, Chgo. 


Advertising man, young exec, knows 
all phases of mktg., research, media 
and contact work. Wants connection 
with reputable agency or mfrs. Exp. 5 
yrs. agency, 4 yrs. sales and sales 
mgmt, Can show proof of successful 
results. Best refs. Locate anywhere. 
Box 1446, ADVERTISING AGE, Chgo. 


Representative with outstanding pro, 
ducing record on newspapers ap 
magazine can handle one or tWo add 
tional accounts. Only first line pyp. 
lication will be considered. 

Box 1444, ADVERTISING AGE, Chg 
CHICAGO REPRESENTATION 
Salesman of proven ability and per. 
sonality will be in New York fro, 
May 23 to interview eastern publish 
ers. Salary or commission if yoy 
paper is all right. Address 

Box 1443, ADVERTISING AGE, Chgp 


EMPLOYED, seasoned Corporati 
public relations, publicity craftsmay 
executive caliber, will consider chang; 
if proposal is attractive enough. Prof 
producer, 

Box 1441, ADVERTISING AGB, Chgo 


MISCELLANEOUS 

CURTAILED BUDGETS 

ean still afford economical Photo-0Og. 

set for all pictorial advertising litera. 

ture, booklets, brochures, bulletins 
circulars, catalogs, charts, diagrams 
direct-mail pieces, sales letters, ete 

No typesetting or engraving expense 

anything previously printed can be 

processed for less; anything that can 
be printed can be processed. 

300 COPIES (Size 8%x11”) $2.50 
Additional hundreds only 25c 
Even lower prices for larger 

quantities 

All sizes furnished. Free informative 

booklet on request 

Laurel Process, 480 Canal St., N. Y. ¢ 


NEW SELLING IDEAS FREE 


Let us show you how other firms 
are getting orders with our new 
PHOTO AD-CARDS. Most effective 


business producers ever devised. Write 
GRAPHIC ARTS PHOTO SERVICE 
3rd & Market Sts., Hamilton, Ohio 


dent. Other officers named were: 
honorary vice-president, Dr. V. Mott 
Pierce; first vice-president, Charles 
S. Beardsley, Miles Laboratories, Inc., 
Elkhart, Ind.; second vice-president, 
Robert L. Lund, Lambert Pharmacal 
Company, St. Louis; third vice-presi- 


dent, Alvin C. Brush, American 
Home Products Company, Jersey 
City; secretary-treasurer, Charles P. 
Tyrrell. 


Members of the executive commit- 
tee for term ending April 30, 1941: 
H. S. Richardson, Vick Chemical 
Company, Greensboro, N. C.; R. R. 
Land, Dr. Kilmer Company, Inc., 
Binghamton, N. Y.; J. Edward Mur- 
ray, Emerson Drug Company, Balti- 
more. For term expiring April 30, 
1939: Henry P. Bristol, Bristol-Myers 
Company, New York; Frank G. Hall, 
Murine Company, Chicago. 


Franco Talent Buyer 

Carlos A. Franco has succeeded 
William R. Stuhler, resigned, as ra- 
dio talent buyer for Young & Rubi- 
cam, New York. He continues in 
charge of station relations. Pat 
Weaver has been named manager of 
the radio department, with Fred 
Wile, Jr., as assistant. 


Gets Smith & Wesson 


Wm. B. Remington, Inc., Spring- 
field, Mass., has been appointed to 
handle advertising for Smith & Wes- 
son, manufacturer of revolvers. N. B. 
Winkless, Jr., formerly local adver- 
tising manager of the Daily Leader, 
Pontiac, Ill., has joined the agency as 
assistant account executive. 


Canning Copy Released 

A summer campaign in newspapers 
and farm papers on Good Luck jar 
rubbers has been released by H. B. 
LeQuatte, Inc., New York, for the 
Boston Woven Hose & Rubber Com- 
pany. 


Bint Joins Photographer 
Albert Bint, formerly with the New 
York Times studios, has joined Mac 
Ball, Ine., New York, advertising 
photographer. ‘ 


Bouquet Moves 
Effective July 1, advertising of 


gall bladder irritations. 
George H. Miller, Musterole Com- 


who asserted that “the honest manu- 


ruse of 


pany, Cleveland, was re-elected presi- 


Kitchen Bouquet and Jacobs mush- 
{room divisions, Grocery Store Prod- 
| ucts Company, New York, will be 
| transferred to Ruthrauff & Ryan. 


Judges Tackle 
Job of Picking 
Finest Essays 


Chicago, May 19.—Entries in the 
third annual contest among high 
school and college students for es 
says on “How Advertising Benefits 
the Consumer,” have been placed it 
the hands of the contest judges, and 
a final determination of the winners 
is expected next week. 

Final figures for the contest, spon 
sored by ApDveRTISING AGE, show 
more than 3,200 essays actually sub 
mitted to ApverTIsInG Acs, over 1,00) 
more than were received last yeal. 
In addition, more than 2,000 addi- 
tional essays which are known t0 
have been written and submitted in 
various of the local contests and tie 
ups sponsored in connection with the 
national competition were not turned 
in to ADVERTISING AGE. 


Trip to Detroit 


Winners of the competition will 
split total cash prizes of $1,000 
among them, with the first place wil 
ners in both the college and high 
school divisions each drawing $25), 
plus an all-expense trip to Detroit, 
where they will be presented with 
their awards at the meeting of the 
Advertising Federation of America. 


Cole for Funnies 
F. E. M. Cole, Chicago, has beet 
appointed Midwest representative for 
Comic Favorites, Inc., publisher ° 
Feature Funnies. 


Strunk Starts Bureau 


Productive Advertising Bureau, 
1629 Chestnut street, Philadelphia, 
has been established by Leonard 
Strunk. The telephone is Race 2193. 

a ~ 


DISPLAYS 
Designers & Builders 
CONVENTION - EXHIBITS 
WINDOW, INTERIOR & TRAVELING DISPLAYS 


eee ; ‘ 
ADVERTISER'S DISPLAY sTupIOS 
825 So. Wabash Ave. - Chicago, Ill. - Webster 
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ADOPT A CREED AND PRINT IT 


IA SSSR SRT SRT SRAISREFA 


THE ADVERTISER'S CREED 


force in the progress of 


to stimulate prosperity. 


the years. 


Truth can Advertising 


Printed by 


SEK SSK SSSCSSRECISSE SRS RAN SRAM! 


ee ee es 


I BELLE VE in Advertising as the Inspiration 
of Invention, the Spur of Industry and a Potent 


I BELIEVE in the Tools of My Craft, in Type 
& Script, (in Art & Graven Plate, for with them I 
can mahe this world a better place in which to live. 


1 BELLE VE in the Power of the Spoken and 
Written ord to mold and shape the lives and 
characters of a people, to promote happiness and 


I BELIEVE in Donesty, for only by Honesty 
can Advertising hope to win the confidence of the 
buyer and maintain that confidence throughout 


HND, I BELIEVE in Truth, for only through 


those lasting benefits for which it was designed, 


Prepared for the Advertising Qub of Oakland, March 8, 1938. 
Written by Earle V. Weller, Tomaschhe-Eliiott, Inc.; Typography by Alfred B. Kennedy, 
Goodbue Printing Company; ‘Paper from Pacific Coait Paper Co. 
Eleétrotype by Printing Plates Inc. 


civilization. 


SSIS 


long endure and attain 


: 
i 


O 


MYSELF! 


o 


PBDSDS<| DSC DSC) 
Members of the Oakland Advertising C 
hand press at a 


ZAZA ZAI 
lub set up and printed this creed on a 
recent meeting. 


Texas Stations to 


Joseph H. McGillvra 


') Four affiliated Texas radio stations 
4 have placed exclusive national repre- 

sentation with Joseph Hershey Mc- 
Gillvra. They are KPLT, Paris; 
KGKL, San Angelo; KBST, Big 
Spring; and KRBC, Abilene. All are 
owned by B. Hanks, publisher of the 
Abilene Reporter-News. 

McGillvra has opened a Los An- 
geles office in charge of William S. 
Wright, and appointed W. H. Van de 
Grift as San Francisco manager. He 
succeeds Harlan Oakes, who is re- 
turning to the Chicago office. 


% 


Carter Moves to 
“Fort Worth Press” 


George E. Carter has been ap- 
pointed national advertising man- 
ager, Ray L. Powers, business man- 
ager, Fort Worth Press, announced. 

Mr. Carter comes to the Press from 
|» the tkron Times-Press, where he was 


assistant national advertising man- 
ager, 
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Ross in New Post 


_Howard L. Ross has joined W. L. 
Stensgaard & Associates as vice-pres- 
ident in charge of the New York of- 
lice. He was formerly president of 
Sparklets Corporation, New York. 
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‘BE FRIENDLY, 
WIERS ADVISES 
LETTER WRITERS 


Hamilton, Ont., May 16.—‘‘Be Help- 
ful!” 

That is the recipe not only for 
good letters, in which he specializes, 
but for all advertising and for all 
business success, Charles R. Wiers, 
vice-president in charge of sales, 
DeLong Hook & Eye Company, Phila- 
delphia, told the Advertising Affilia- 
tion here Saturday morning. 

Mr. Wiers shared the Saturday 
morning program with William D. 
Roeser, vice-president, J. W. Clement 
Company, Buffalo printer, who de- 
scribed “Retention Value Booklets.” 
This is an adaptation of the almanac 
idea which has worn so well that 
many newspapers, among others, still 
issue annual almanacs containing a 
vast assortment of information of all 
kinds. 

The “Retention Value Booklets” 
differ from the time-honored almanac 
in that they are built around the 
product of the user. A food adver- 
tiser, for instance, may support dis- 
play advertising in the booklet with 
interesting facts about vitamins, ap- 
petite appeal, canning hints, care and 
preparation of food and other related 
subjects, all having a bearing on ac- 
ceptance of his product. 


For Friendly Epistles 


Mr. Wiers, the celebrated letter 
writer, urged his audience to write 
more letters on more subjects, but 
above all, to demonstrate a spirit of 
friendliness and helpfulness. The 
man who sincerely desires to be help- 
ful has few letter-writing or any 
other problems. 

More than half of the world’s busi- 
ness is transacted by the medium of 
letters, said the Philadelphia philos- 
opher. The man who studies their po- 
tency and turns it to his own account 
deserves the degree of B. D.—busi- 
ness doctor. 

He warned his audience against 
trying to be smart or clever in let- 
ters, and above all, writing a letter 
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which will be regretted. The danger 


of letters in unskilled hands is as 
great as their power for good. 

“Writing letters is not a minor 
part of the day’s routine, but easily 
the most important,” said he. “Learn 
to lose yourself in your customer and 
his problems. Enjoy a good heart- 
to-heart talk with many of him every 
morning. Make your letters warm 
and sincere. Forget about short and 
long words, selecting those which 
convey the thought you have in your 
mind and heart.” 

The length of letters is as unim- 
portant as the language in which they 
are couched, Mr. Wiers said. The 
chief point is to be interesting and 
above all, to be helpful. 


Most Difficult Letter 


The most difficult letter to write is 
the one refusing a request. Sincerity 
here is especially essential, if the so- 
licitor’s friendship is to be retained. 
If the writer explains his attitude 
and that of the company in detail, 
however, the correspondent can often 
be made to see the situation in their 
light. 

The next most difficult letter to write 
is one demanding payment of an over- 
due account. One which has pulled 
well for Mr. Wiers asserts his faith 
in the debtor’s honesty, even though 
the credit department has lost hope 
and is all for harsh measures. Para- 


graphs in such a letter are often 
numbered, the list of numerals mak- 
ing an imposing though indirect in- 
dictment of the dealer’s neglect. 

Mr. Weirs answers every inquiry 
the day it is received, and he ex- 
pressed scorn for the advertiser who 
uses expensive space to offer a pre- 
mium or solicit inquiries, and then 
allows routine treatment of the re- 
sponses to delay handling for weeks 
or months. 

“Does it pay to be helpful?” he 
asked. “My company has paid regu- 
lar and extra dividends for years. 
Last year was the biggest in our his- 
tory and 1938 is going to be a lot 
better for us than for those who re- 
gard business as a_ cold-blooded 
means of making a living.” 


Effective Fill-Ins 


Mr. Wiers believes form letters are 
effective as long as they avoid trying 
to masquerade as personal communi- 
cations. The fill-in can be personal- 
ized without violating this principle 
by some such salutation as, “Mr. Wil- 
liam B. Jones, please.” 

One cardinal rule to be observed 
by letter writers is to be explicit, and 
give the exact information asked in 
the first paragraph. Friendly and 
encouraging letters to job seekers 
often yield bonanzas in later years. 
Start an occasional letter with a 


question by means of changing pace, 
Mr. Wiers advised. 

Even when it knows it is being 
cheated, his company makes adjust- 
ments “without batting an eye.” 
While this is impracticable for those 
dealing directly with the public, he 
believes it can be practiced much 
more widely by those whose transac- 
tions are confined to dealers. Most 
retailers are inspired with awe and 
repentance when an unfair claim is 
O. K.’d with speed and enthusiasm. 
Many endeavor to make restitution 
by such devious means as ordering 
more goods than they need, or giving 
the products of the manufacturer 
concerned far better display than he 
would normally receive. 


Gets Webster Account 


Webster Electric Company, Racine, 
Wis., manufacturer of transformers, 
oil burner fuel units and sound 
equipment, has placed its account 
with Burnet-Kuhn Advertising Com- 
pany, Chicago. J. J. Lawler is ac- 
count executive. 


Heads Art Club 


Dee Carlton Brown, vice-president 
of Geare-Marston, Inc., has’ been 
elected president, Art Directors Club 
of Philadelphia. Richard T. Dooner 
is vice-president; J. Robert Trum- 
bauer, secretary, and J. B. Mackenzie, 
Fox & Mackenzie, treasurer. 


classifications: 


]. 
2. 


3. 


Honorable 


printers. 


The jury of awards will comprise Julius S. Holl, 
advertising manager, Link-Belt Company; Wil- 
liam E. McFee, chief copywriter, The American 
Rolling Mill Company, Middletown, O., past 
president of the N.I.A.A.; Walther Buchen, presi- 
dent, The Buchen Company, agency; Harvey 
A. Scribner, president, Russell T. Gray, Inc., 
agency; and William F. Kittridge, director of 
design and typography, R. R. Donnelley & Co., 


INDUSTRIAL MARKETING ANNOUNCES 
THE ESTABLISHMENT OF 


Annual Awards to Business Papers for 
Publishing Achievement 


WITH the desire to stimulate greater thought on the part of business 

paper publishers toward improving their publications both edi- 
torially and physically, to make them more appealing and useful to 
their readers, and thus more effective as advertising mediums, INDUS- 
TRIAL MARKETING will conduct an annual contest with this objective 
and establish three Awards for Publishing Achievement. The awards, 
in appropriate material form, will be given to publishers of the busi- 
ness papers entering the contest and adjudged best under three entry 


For the best series of articles, editorials, or general 
editorial campaign around a definite objective. 


For the best single article or editorial pertinent to 
the advancement and welfare of the field served by 


the paper. 


For the greatest improvement in typography and 
format and general appearance. 


mentions will be given under each classification and signi- 
fied in the form of framed certificates. A jury of awards will decide the 
winners and presentations will be made at the annual conference of 
the National Industrial Advertisers Association, to be held this year at 
Cleveland, September 21-23. 


All entries must be submitted on or before 
August 1, 1938, 
100 East Ohio Street, Chicago, and be accom- 
panied by letters of transmission setting forth 
the objectives of the material being entered, 
and so far as possible, the accomplishments or 
reactions received. Material entered must have 
been published within the twelve months pre- 
ceding the closing date of the contest. 
tional information on any points in question 
will be furnished upon request. 


INDUSTRIAL MARKETING, 100 EAST OHIO ST., CHICAGO 


to INDUSTRIAL MARKETING, 
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Retail Linage 
Declines 9.7% 
For This Year 


Chicago, May 20.—Retail display 
advertising in 80 important cities for 
this year through May 14 was 9.7 be- 
low the corresponding period of last 
year, according to the ADVERTISING 
AcE Index of Retail Activity. 

The total of 368,917,084 lines 
shown for the Index cities is 39,392,- 
742 lines less than the 408,309,826 
total shown for the comparable pe- 
riod of last year. Against the corre- 
sponding period of 1936, this year 
shows a loss of 3.7 per cent. 

In the seven day period ended with 
the date reported, the measured cities 


INSURANCE MUST 
BUILD RESPECT 
FOR SALESMEN 


New York, May 19.—Characterizing 
the American public as “the most 
arbitrary dictator in the world to- 
day,” Henry C. Flower, Jr., vice- 
president, J. Walter Thompson Com- 
pany, told the spring meeting of the 
Insurance Advertising Conference 
here today that insurance must em- 
ploy the tools of advertising and 
publicity to educate consumers to 
the value of its product and thereby 
gain the respect, confidence, and in- 


show a total of 20,432,795 lines 
against 23,975,044 lines for the corre- 
sponding week of last year, a loss of 
3,542,249 lines or 14.8 per cent. 

Loss or gain percentage for each 
week of this year over 1937, is shown 
in the following table: 


creased sales that are the objectives 
of any public relations effort. 
“What the consumer understands 
and thinks he needs, he wants,” said 
Mr. Flower, “and creating this under- 
standing is the job of advertising.” 
He pointed out that the number of 
people in the “don’t know and don’t 


Bila cg Selene dred apis -—— 0.8 care” class is greater in insurance 
TOM. B vvisccerccsesscercees — 2.4) than in most other industries, and 
TE ee eee eee — 3.7 that these people are both the best 
EO ee he oe ee ob WS — §.1 potential market and the greatest 
To tg ae eg a pata hia — 7.2 sources of potential danger. 

Feb. 5 ceceeeeeeeeeeeeeneees -— 7.4) Harry K. Schauffler, National Board 
eee re — 7.7 of Fire Underwriters, told the con- 
Feb. 19 «2... 00s esse eee eeees — 6.8 ference that public relations means 
OE ee ee —11.4 no more nor less than reputation, 
March 5 .......e.eee seers ~-14.8] 4nd the reputation of the business 
ee —16.6 depends upon every individual en- 
RI a Ae nas ai doe iy ohh a baie —18.3 gaged in the field. Field representa- 
TOPE BE nc sisenicccnscscees ——14.2| tives of insurance companies should 
April 2... . cesses eee eeeeees ~— 0.9! be impressed with this fact, he said, 
April STC Cree eee ror — 5.3 and must “never forget that they are 
April 16 ......-..0- essen eens — 9.8] wearing on their sleeves the reputa- 
DE «3. Go cacaedwhseae hanes —15.7 tion of the company and the industry 
BEE sinsenncesccasieyere —108| they represent.” 

SS, eo ere —12.3 

EE eg hee rs Cale k es —14.8 How AT&T Did It 


Individual linage figures for each 
city included in this Index are shown 
in the tabulation appearing else- 
where on this page. 


A HOTEL 
IN NEW YORK? 


HOTEL 
LEXINGTON 


The word’s been going 
around among smart trav- 
elersforyears...thatthere’s 
no other hotel in New York 
that offers so much. 

Only $3.50 a day for large 
rooms with combination 
tub and shower, radio, and 
full-length mirror. In the 
heart of the Grand Central 
area. 


DINE « DANCE « ROMANCE 
IN vee FAMOUS 


New York’s most romantic ren- 
dezvous. An enchanting tropical 
setting that has taken New York 
by storm. Hawaiian dance music 
and entertainment. 


HOTEL 
a hh 


Lexington Avenue at 48th St. 
NEW YORK CITY 
Charles E. Rochester, 
Managing Director 


He cited the case of the American 
Telephone & Telegraph Company, his 
former employer, as an example of 
hard-won progress made over a long 
period of years through a sustained 
public relations policy which em- 
braced not only consistent institu- 
tional advertising but steady educa- 
tional efforts among company repre- 
sentatives. This long-term policy, he 
said, has enabled the company to re- 
tain its good reputation despite its 
monopoly character and such attacks 
as the recent $2,500,000 government 
investigation. 

Others on the program included 
Arthur A. Fisk, conference president 
and advertising manager, Prudential 
Insurance Company of America, who 
gave the opening address; E. M. 
Hunt, Mutual Life Insurance Com- 
pany of New York, who emphasized 
the difference between the advertis- 
ing problems of insurance and other 
businesses; and Henry H. Putnam, 
manager of publicity, John Hancock 
Mutual Life Insurance Company, 
whose theme was “You Can’t Sell 
Life Insurance from a Catalogue.” 


LIFE AGENTS SEEK 
LONG RANGE PROGRAM 


Chicago, May 20.—TInitial steps 
were taken here this week for estab- 
lishment of a public relations com- 
mittee to conduct a national adver- 
tising program for life insurance on 
a budget which it is hoped will be in 
excess of $5,000,000 annually. Propo- 
nents of the move were members of 
executive committee of the Million 
Dollar Round Table of the National 
Association of Life Underwriters 
which met here earlier in the week 
with Harry T. Wright, associate 
agency manager, Equitable Life As- 
surance Society of United States, as 
host. 

The executive committee drafted a 
resolution to be forwarded to the 
president of each legal reserve life 
insurance company, asserting that 
there is a vital need for a public 
relations agency operating through- 
out the year for the purpose of bring- 
ing to the public a more complete un- 
derstanding of the benefits of life in- 
surance. 

The projected drive, it was _ re- 
ported, would be similar in design to 
that now staged annually during Life 
Insurance Week and would include 
advertising in all major media. 


Markets 


Index of Retail Activity in 80 Important 


Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1938, by Advertising Publications, Inc.) 


nation-wide use of its recently devel- 
oped Audimeter, a device which when 
installed in consumer radios provides 
an automatic check on listener pro- 
gram preferences and other data of 
value in radio surveys. 

The Audimeter is believed to be a 
considerable improvement over sim- 
ilar devices offered in the past in the 
greater amount of information that 
it will record. Constructed in a small 
size box, it can be installed inside 
the radio, left there as long as de- 
sired. 

An automatic stylus records on a 
moving tape every twist of the radio 
dials. According to company execu- 
tives, it will register all programs re- 


on the housewife, who knew that such 
a device was attached to her radio, 
would probably be negligible. He ex- 
plained that it would be installed in- 
side the set, out of sight, and thaf its 
presence would probably be com- 
pletely forgotten after the first few 
days. 


Frank Davis Leaves 


“National Provisioner” 
Frank N. Davis, vice-president and 
advertising director of The National 
Provisioner, has resigned. He was 
with the publication for 18 years. 
His future plans will be announced 
shortly. 
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Oakmiend, CAl. ....6.5. 2,948,487 2,985,157 2,794,205 —.2 —6.4 176,123 140,652 —20) W 
Oklahoma City, Okla. 4,281,939 4,512,860 4,594,338 +7.3 +1.8 148,752 231,854 +553 ph 
ye, a ee 4,260,833 4,554,999 3,962,736 — OG” = BED 302,236 292,230 33.1 sa 
Philadelphia, Pa. ..... 11,122,310 12,019,813 10,049,029 —9.7 —16.4 713,435 494,463 —30.7 * 
Phoenix, Ariz. ........ 2,910,586 2,831,500 3,139,526 +7.9 +10.9 138,362 148,666 +14 Ne 
Pittsburgh, Pa. ...... 8,639,148 10,126,830 8,310,022 —3.8 —17.9 600,796 449,022 —253 lis 
Portland, Ore. ........ 4,483,082 4,726,586 369,724 $5 —7.6 252,994 240,100 —. fol 
t+Providence, R. I. .... 5,352,062 5,504,137 4,629,524 —~13.7 -16.1 313,171 229,851 —266 lis 
pee ae ae 3,537,148 4,207,770 3,791,525 +7.2 —9.9 227,150 205,912 —9.4 7 
Richmond, Va. ....... 4,830,238 4,973,668 4,651,276 ee —6.5 300,090 254,086 —153 
§Rochester, N. Y. ..... 6,944,204 7,177,066 5,566,746 —19.8 —22.4 439,851 303,177 —311 ai 
Sacramento, Cal. ...... 3,419,676 3,382,295 3,041,182 —11.1 —10.1 177,170 173,684 —1! ni 
San Antonio, Tex. 2,486,071 2,647,456 2.417,541 3.8 —8.7 141,281 137,238 2.9 " 
San Diewo, Cal. ....... 5,241,264 5,489,380 4,696,878 10.4 —14.4 286,216 263,648 —1! ¢ 
San Francisco, Cal. 6,099,943 6,270,416 5,958,308 = a. 356,065 331,853 —68 ie 
Seattle, Wash. ........ 3,871,514 4,079,214 3,527,620 —- See 198,128 182,742 —ii ” 
South Bend, Ind........ 3,251,543 3,745,502 2,810,468 18.6 —24.9 208,450 146,369 —29! | 
Spokane, Wash, ...... 2,749,452 3,020,878 2,796,220 4+-1.7 —7.4 211,694 129,934 —8&6 we 
Se: BOW Te. kk cece 7,088,170 7,636,265 7,049,730 — 0.6 —7.7 409,030 $51,230 —14! 
St. Paul, Minn. ....... 5,216,896 4,856,819 1,881,980 =e +0.5 244,427 231,469 —.3 ws 
Syracuse, N. Y...... 453,413 4,587,039 1,062,238 = a 279,608 236,551 —ioi fe 
*Tacoma, Wash. ...... 2,266,730 2,567,570 2,296,672 +1.3 —10.6 157,724 111,398 —294 me 
TRINDE, WIR. i ciccwccaes 2,418,978 2,476,604 2,469,458 11.7 —0.7 121,912 109,480 —102 thi 
Toledo, O. .........00: 4,979,070 5,432,445 $599,575 —7.6 -15.3 308,998 225,264 —27.) Be ij 
Toronto, Ont., Can. .... 8,061,784 8,118,969 6.928.211 “14.1 —-14,7 411,294 355,127 —13. “ 
i) eS oh Gaara 1,450,260 1,674,890 1,533,042 +5.7 —8.5 110,418 85.540 —22.! ra 
Wales, OA. .. 0.55.5: 3,736,950 3,761,010 3,537,206 5.4 -5.9 237,638 178,234 —25.0 i 
Washington, D.C...... 14,155,006 14,534,746 12,922,347 a7 S33 847,768 682,771 —19. “by 
Worcester, Mass. ..... 4,580,208 4,593,176 4.418.990 - = 6 —= 8.8 279,400 259,770 1 
Youngstown, 0. ...... 3,698,043 3,642,526 3,005,320 18.7 —17.5 189,634 134,754 —28! J 
{i eee eee 367,970,551 408,309,826 368,917,084 ej 9,7 23,975,044 20,432,795 —l148 an 
‘Boston American and Advertiser combination discontinued April 25. 1988. American changed to tabloid. Ue 
tNew York American discontinued June 24, 1937. tw 
tBrooklyn Times-Union discontinued June 8, 1937. tu 
§Journal and Sunday American discontinued June &, 1937 fe 
*Daily Ledger discontinued June 23, 1937. - 
t#Providence Tribune discontinued May 1, 1938. an 
: —— if 
as 
Ni ] Pl ceived, tell whether a program was Nields Names Agency in 
1eisen ans tuned deliberately or found by dial ident, 
twisting; whether it was heard James F. Nields, Jr., pres ed y 
Broad S e of 8; 8 a Ware Knitters, Inc., has appoint . | 
U through the full period, or kept on| Kimball, Hubbard & Powel, Inc., # va 
‘ only after a search for something | advertising agent. me 
New Audimeter|ce. 
The Nielsen organization expects to ‘ ‘T b 9 fe) ‘ts ad 
, place 5,000 of the devices in homes rioune ul ‘ 
" Chicago, N nd ate er ppecer throughout the country by the end of| Providence Tribune, evening ts> @ ,, 
peer at mat : ng tie ona the year. A spokesman for the com-| loid, has discontinued "publication. - 
zation, this week announce an : —E 
pee oer pany said that the possible influence \} 
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NEW ‘LEGION OF 
DECENCY’ EYES 
AIR THRILLERS 


New York, May 17.—A new “Le- 
gion of Decency” which seeks to “re- 
form” the broadcasting industry has 
an _ operations here under the 
24 ame of the American Radio Audi- 
aah it was learned today. The new 
organization is the successor to the 
Radio Protective Association, formed 
here last December by the Reverend 
gdward L. Curran, editor and presi- 
jent of the International Truth So- 


y 
“ae stated purpose of the group is 

“combat the monopoly of the air 
py the radio trust, and eliminate 
from the air all propaganda pro- 
grams that constitute a threat to 
american ideals and democracy.” 
The organization further intends to 
=i up all “obnoxious, indecent, and 
profane broadcasts,” particularly 
those “blood-curdling” thrillers of 
the sort described by the president 
of the Women’s National Radio Com- 
mittee as best adapted for “imbeciles 
and backward children.” 

The American Radio Audience 
= terms itself “a non-profit making, 
non-sectarian, and non-political or- 
99 4 sanization,” which is now in the 
process of being incorporated. It is 
supported by voluntary contribu- 
tions, and plans establishment of 
branch offices and possibly a weekly 
newspaper. 


to 


List of Directors 


The organization says it has a 
mailing list of 75,000 leaders in so- 
—2) rial, economic, educational, and re- 
vi ( ligious activities. Directors include 
© the Reverend Curran; James P. Kier- 

nan, former commercial manager of 

WLWL, New York, now known as 

WBIL; Clare G. Fenerty, Philadel- 

phia lawyer and former congress- 

man; John K. Cloud, member of the 
474 New York Stock Exchange and pub- 
lisher, Citizen and Chronicle, Cran- 
ford, N. J., and Paul Bailey, pub- 

lisher, Every-Week, Bay Shore, N. Y. 

The first official act of the group 
was to petition the Federal Commu- 
nications Commission for permission 
to sit in on hearings with the same 
rights as the National Association of 


: 
| 
—T Broadcasters. 
) 295 Mr. Kiernan, who is secretary as 
} BRS well as a director, declared that the 
{ — association expects to inaugurate its 
= campaign within the next two 
— months. He declined comment upon 
» it the implications of the group’s activ- 
' ee ities in connection with commercially 
——ss; J sponsored programs, besides stating 
| —25.0 that the organization will oppose 
i “blood curdling”’ juvenile shows. 
mt Other expressed intentions of the 
j pl ARA include working “in legitimate 
, 6G and lawful ways so that all organiza- 
tions of a social, economic, agricul- 
tural, educational and religious na- 
‘ure shall have proper and adequate 
facilities in radio allocated to them; 
ind placing the non-commercial use 
_——= it radio facilities on the same basis 
as their commercial use by conduct- 
ency ‘ng campaigns of education by litera- 
presiden', @ ‘ure, lectures, and broadcasts.” 
ee Mr. Kiernan said that the new or- 


sanization does not advocate govern- 
ent ownership of radio, but favors 
the present system, subject to the 
‘djustments proposed by the Ameri- 
an Radio Audience. Other organi- 
ations interested in reforming radio 
vill be invited to participate in 
\RA’s activities. 
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Big Three Get 
Smaller Share 
of Fag Money 


(Continued from Page 1) 
est radio expenditure for any ciga- 
rette advertiser; Chesterfield radio 
outlay was $1,322,547 last year; and 
Camel’s was $790,315. 

Chesterfield was the largest user 
of newspaper space last year, having 
spent $6,015,075 against $4,598,344 in 
1929; Camel’s newspaper expenditure 
last year was $5,237,100 against $1,- 
174,397 in 1929; and Lucky Strike 
spent $2,144,175 in newspapers last 
year, compared with $5,375,762 in 
1929. 

Camel led in magazine expendi- 
tures last year with $2,501,595 
against $767,300 in 1929; Chesterfield 
spent $1,610,364 in this medium last 


year, compared with $655,400 in 
1929; and Lucky Strike spent $1,- 
258,252 last year, compared with 


$740,299 in 1929. 


Joins Republic Steel 


R. J. Schuler, formerly general 
manager of sales for La Salle Steel 
Company, Chicago, has joined Repub- 
lic Steel Corporation as general sales 
representative of Union Drawn Steel 
Division, Massillon, O. Headquarters 
will be in Detroit. 


Gets Sly Account 


W. W. Sly Mfg. Company, Cleve- 
land, manufacture” of dust collecting 
apparatus and foundry cleaning 
equipment, has appointed Bayless- 
Kerr Company, Cleveland, to handle 
its advertising. Business papers and 
direct mail will be used. 


Names Dundes & Frank 


Ninth Federal Savings & Loan As- 
sociation, New York, has appointed 
Dundes & Frank, New York, to direct 
advertising of its real estate hold- 
ings. 


To West-Holliday 


West-Holliday Company has been 
appointed national advertising repre- 
sentative for the Napa Journal, 
Napa, Calif. 


| GIBBONS KNOWS CANADA 


1 J. J. GIBBONS LIMITED - ADVERTISING AGENTS | 


Stein, Veteran 
of ‘Cincinnati 


Post,’ Is: Dead 


Toledo, May 16.—Charles J. Stein, 
72, once a power in the newspaper 
world, died here yesterday. He was 
connected with the Cincinnati Post 
for many years, later was treasurer 
of the Scripps-McRae Newspapers, 
forerunner of Scripps-Howard, and 
also owned newspapers in the North- 
west. 

Born in Cincinnati, Mr. Stein be- 
came an office boy in the business de- 
partment of the Post at 16. He was 
advanced until he became treasurer 
of the string of newspapers of which 
the Post was a part. 

About 1912, he left the Post and 
with several other kindred spirits 
bought several newspapers with the 
idea of forming a syndicate news- 
paper organization. He bought the 
St. Paul Daily News and _ other 
papers, but the venture failed to 
prove successful. Neville Rae, who 
was one of the leaders, died five 
years ago. 


EXPORT MAN DEAD 


Chicago, May 16.—Willard P. Den- 
nis, export sales manager for Libby, 
McNeill & Libby, died suddenly last 
night of a heart attack. Mr. Dennis, 
who was 56 years old, spent virtually 
his entire life with the canning com- 
pany. Interment was in Portland, 
Me. 


V. S. McCLATCHY PASSES 


San Francisco, May 16.—V. S. Mce- 
Clatchy, 80, member of the pioneer 
California newspaper family, died 
here yesterday. He was a son of 
James McClatchy, founder of the 
Sacramento Bee. Mr. McClatchy be- 
came half owner of that paper and 
the Fresno Bee, serving as publisher 
of the Sacramento daily until 1923, 
when he sold his interest to his 
brother, the late C. K. McClatchy. 


PUBLISHER TAKEN 


Kokomo, Ind., May 18.—John 
Arthur Kautz, veteran publisher of 
the Kokomo Tribune, died today at 
the age of 77. Mr. Kautz and a part- 
ner bought the paper in 1887 and ten 
years later he secured complete con- 
trol. In 1930, he bought the Kokomo 


Dispatch and consolidated it with 
the Tribune. 

Mr. Kautz celebrated his golden 
anniversary in the publishing busi- 
ness last year. 


REPRESENTATIVE DIES 

Chicago, May 17.—Funeral services 
were held here today for George 
Klier, 81, pioneer in the foreign lan- 
guage newspaper field, which he 
served as representative for many 
years. 

Mr. Klier began handling foreign 
language papers in 1887 and later 
formed George Klier & Sons to oper- 
ate the business. He retired eight 
years ago. 


Glickson Wins 
Accident Week 


Display Prize 


Chicago, May 19.—-The window dis- 
play created by A. J. Glickson, Great 
Northern Life Insurance Company, 
and shown in a Hartman drug store 
here was named today as first prize 
winner in the contests staged as a 
feature of National Accident and 
Health Insurance Week, April 25-30. 
Harold R. Gordon, general committee 
chairman, said that the prize winner 
was picked from 76 entries. 

Second prize was awarded J. W. 
Willard, Washington National Life 
Insurance Company, Iowa City. This 
display was shown in Ruben’s drug 
store there. Third prize went to Tot- 
ter, Boyd & Keese, representative for 
Provident Life and Accident Insur- 
ance Company, Chattanooga, for a 
display shown in the Moore-King 
drug store. 

Drug stores and agency representa- 
tives were each given prizes of $100, 
$50 and $25, respectively, for first, 
second and third places. Judges for 
the contest were A. E. Tatham, ad- 
vertising manager, Bauer & Black; 
Cc. C. Younggreen, vice-president, 
Reincke-Ellis-Younggreen & Finn, and 
G. D. Crain, Jr., publisher of ApvEr- 
TISING AGE. 


Reliance Makes Overall 


Reliance Mfg. Company, Chicago 
manufacturer of Big Yank _ shirts, 
soon will introduce the Big Yank 
overall, featuring several innovations 
in style and carrying a guarantee. 
Advertising plans are now being 
completed. 


Zanforth Gets Aprons 


J. Zanforth Company, Philadelphia, 
has been appointed to handle adver- 
tising of Keystone Coat & Apron & 
Mfg. Company, Philadelphia. Busi- 
ness papers and direct mail will be 
used. 


12 MAGAZINES’ 
CIRCULATIONS 
IN U. S. BOOK 


Washington, D. C., May 17.—For 
the first time since 1930, when the 
Department of Commerce began pub- 
lishing a handbook of marketing in- 
formation, the circulation of national 
magazines has been included as a ma- 
jor feature. 

In the 1938 edition of the ‘“Con- 
sumer Market Data Handbook,” now 
being compiled and due for publica- 
tion early in the fall, the circulation 
figures of 12 national magazines for 
each town and city of 2,500 popuia- 
tion and over will be carried. 

Six general and six women’s maga- 
zines were selected, the list including 
The Saturday Evening Post, Collier’s, 
Liberty, Time, The American and 
Cosmopolitan, plus Ladies’ Home 
Journal, Woman’s Home Companion, 
McCall's, Good Housekeeping, True 
Story and Pictorial Review. 


Picks Leading Stores 


The new Handbook will contain at 
least one group of data never before 
included. A study has been made of 
the type of local retailing outlets in 
every town in the country with a 
population in exiess of 2,500, and an 
“Index of Place in Local Sales” has 
been worked out to determine what 
kind of store is used most exten- 
sively in each town, city, county and 
state. This study is due for separate 
publication by the Department within 
three weeks. 

The Department’s “Consumer Mar- 
ket Section” will also have ready for 
publication in the early fall a de- 
tailed outline of suggestions for use 
in making city surveys for the evalu- 
ation of the industrial and commer- 
cial possibilities of particular regions 
and the prospects and potentialities 
for improving consumer markets. 
The last such study was made in 1931 
and the Department has since been 
sampling business and professional 
opinion for improvements in the 
study. This new study was born of 
those suggestions of business. 


Account to Redmond 


Helburn-Thompson Company, Sal- 
em, Mass., leather manufacturer, has 
appointed The Redmond Company, 
Boston, as advertising counsel. 


Bendix Names Cyr 


Guy Cyr has been appointed man- 
ager of the cooperative advertising 
department of Bendix Home Appli- 
ances, Inc., South Bend, Ind. 


TRY THIS ON YOUR PHONE 


. . . Write or Phone for 
one of our Representatives 
—Let us show you samples of work 
we are doing for successful institutions. 
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May 23, 1938 


ADVERTISING 
BUILDS DESIRE 
AND THEN QUITS 


(Continued from Page 1) 


cent and a $5 and a $9 iron, but most 
advertising men are too busy writing 
copy which will make the manufac- 
turer feel good, or win praise from 
their associates, he insisted. 

Advertising men, he indicated, re- 
mind him of the lunatic who tried to 
drive a nail into a wall head first. A 
fellow inmate contemptuously told 
him he was crazy—the nail was made 
for the opposite wall. 

Mr. Vining, however, assumed 
some of the burden of guilt. His job 
is to educate retail salesmen, and 
judging by results, he has failed dis- 
mally, even with the aid of the thou- 
sands of sales manuals written but 
never read. Few retail clerks know 
the difference between one iron and 
another and might not care much if 
they did. 

The four to nine dollars difference 
in price is justified by a product 


weighing only half of its bulky com- 
petitor, and by a saving of 50 per 
cent or so in current. Only the iron- 
ing side of a quality iron is heated, 
Mr. Vining explained, while the en- 
tire cubic footage of its rival must 
be driven up to the boiling point. 
And he followed this statement by 
producing such an iron, pulling sev- 
eral slices of bacon and a couple of 
eggs from his coat pocket, and pre- 
paring breakfast for his wide-eyed 
audience. 

“There is no such thing as sales re- 
sistance,” declared the Westinghouse 
expert, in reviewing his own career. 
“Buying is one of the world’s great- 
est pleasures. Sales resistance exists 
only in books unless you are selling 
overcoats at the equator.” 

His early days of doorbell ringing 
educated him to the need of a direct 
approach, since every woman is a 
million years older than the alleged 
man she is tied up to. Every woman 
reflects, when she hears the doorbell 
ring while she is in the bathtub: 
“Well, there is another damned jelly- 
fish of a spineless peddler.” And 
most of the time, she’s right. 

The Vining technique is to omit 
formalities and shoot this left hook 
to the jaw of the stern female an- 
swering his signal: 

“Madam, are you going to buy an 
electric refrigerator this month?” 


And if she replies in the negative, 
he insists on knowing when she is 
going to buy one, and if not, why. 

“Don’t kid your customers,” urged 
the Westinghouse missionary. “Don’t 
kid your salesmen, either. Teach 
them the fun and the thrill of selling 
the right thing to the right person. 


It’s Fun to Sell 


“You can buy a pretty good electric 
range for $125. But it’s the plain 
duty of salesmen and advertising 
men to tell the prospect what she 
would get for another $20. While we 
are writing pretty words and pulling 
our punches, the manufacturer of the 
bum substitute is walking off with 
the business and converting the 
women of the United States and Can- 
ada into drudges. 

“Saving money is not the world’s 
biggest business and few people are 
interested in it. Look at the money 
all of us could save just by omitting 
a necktie from our make-up. But 
somehow, we figure a necktie is 
worth the money. And not all of us 
wear 50-cent ties, either. It’s fun to 
spend five bucks for one occasionally. 

“With the market flooded with 
cheap household appliances, no won- 
der it’s harder to keep a maid than 
a wife. The wife can’t quit. Who 
cares what happens to her? 

“A cheap electric iron weighs four 


Final Report 


SURVEY OF BUSINESS 


1935-1937 


TRENDS 


More than twenty-two billion dollars of sales are analyzed in the 


final report of the Survey of Business Trends. 


Figures are also 


given for inventories and receivables for the three years 1935, 


1936, 1937. 


The importance of installment selling is analyzed by trades. 


The survey covers most divisions of manufacturing, wholesaling, 


retailing and service. 


This study appears in the May issue. 


anyone interested. 


Copies will be sent to 
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Livingstone P. Hicks, art director, Grace & Bement, and Paul W. Roupp, artist, 
inspect new label of Oldbru beer, product of Detroit Brewing Company. 


pounds too much and requires the 
energy of a mule to push around. It 
consumes too much current and too 
much time. It is guaranteed to make 
the most gallant user sag to the floor 
in exhaustion before she has made a 
dent in the husband’s weekly supply 
of shirts. 

“This result doesn’t fit the portrait 
painted by our advertising. Many 
appliances make lifelong enemies in- 
stead of warm friends. Most women 
who check their experience against 
the ads will put their hands to their 
eyes and shut out the picture it re- 
calls, and cry: 

““*My God, not that!’” 

Asked for more details about his 
philosophy of selling, as well as how 
he concocts addresses for conven- 
tions, Mr. Vining replied that behind 
every good salesman and every good 
presentation stands a canned sales 
talk. The salesman may alter it to 
fit circumstances, but the essence re- 
mains. 


Re-Name Committee for 


Bureau of Advertising 


James G. Stahlman, president, 
American Newspaper Publishers As- 
sociation, has reappointed the com- 
mittee in charge of the Bureau of 
Advertising. 

Personnel is Edwin S. Friendly, 
New York Sun, chairman; Col. Julius 
Ochs Adler; New York Times; George 
C. Biggers, Atlanta Journal; H. M. 
Bitner, Hearst Newspapers; Frank 
H. Burgess, LaCrosse Tribune; Nor- 
man Chandler, Los Angeles Times; 
William G. Chandler, Scripps-Howard 
Newspapers; Henry H. Conland, 
Hartford Courant; Kenneth C. Ho- 
gate, Wall Street Journal; Frank G. 
Huntress, San Antonio Express and 
News; F. I. Kerr, Hamilton Specta- 
tor; Col. Frank Knox, Chicago Daily 
News; 

John E. Lutz and A. G. Ruthman, 
Newspaper Representatives Associa- 
tion of Chicago; W. E. Macfarlane, 
Chicago Tribune; Ray H. McKinney 
and Harry D. Reynolds, Newspaper 
Representatives Association of New 
York; Roy D. Moore, Brush-Moore 
Newspapers; Fleming Newbold, 
Washington Star; David B. Plum, 
Troy Record; Fred Chilplin, St. 
Cloud Times-Journal; S. E. Thoma- 
son, Chicago Daily Times; Frank E. 
Tripp, Gannett Newspapers and S. R. 
Winch, Oregon Journal. 


Display Exhibit June 1 

A two-day exhibit by manufactur- 
ers and distributors of display ma- 
terials and supplies will be held at 
the Hotel Pennsylvania, New York, 
June 1-2 under auspices of the Inter- 
national Display Executives Associa- 


tion. 


Hamilton Man 
Affiliation’s 
New President 


Hamilton, Ont., May 16.—Clare M. 
Elliott, Reid Press, Hamilton, was 
elected president of the Advertising 
Affiliation at a business session fea- 
turing the convention here Saturday. 
Both Mr. Elliott and his predecessor, 
Harry W. Whitney, Larkin Company, 
Buffalo, were presented with silver 
trays by the Hamilton Advertising 
and Sales Club. Mr. Elliott was gen- 
eral chairman of the Affiliation con- 
vention. Cleveland was selected for 
the 1939 convention. 

Don Allshouse, advertising man- 
ager, Northern Equipment Company, 
Erie, Pa., was elected first vice-presi- 
dent, and was succeeded as second 
vice-president by Allen M. Billings- 
ley, president, Fuller & Smith & 
Ross, Cleveland. Donald A. Thomas, 
Larkin Company, Buffalo, was re- 
elected secretary-treasurer for the 
sixth consecutive year, and Floyd M. 
Crawford, of Buffalo, was re-elected 
executive secretary for his 11th year. 


Pick New Directors 


Directors were elected as follows 
to represent constituent clubs: 

Buffalo, Merwin C. Morrison, Buf- 
falo Evening News, and president, 
Greater Buffalo Advertising Club; 
Greensburg, Pa., Wilfred S. McKeon, 
president, Sulphur Products Com- 
pany; Jamestown, N. Y., Kenneth 
Matthews, Matthews Tire & Tread 
Company; Kitchener-Waterloo, ©. D. 
Pequenat; London, Fred B. Isaacs, 
Middlesex Motors; Pittsburgh, K. EF. 
Kellenberger, Union Switch & Signal 
Company, Swissvale, Pa.; Syracuse, 
John B. Flack, Flack Advertising 
Agency; Toronto, Elton Johnson, 
Clark E. Locke, Ltd.; Windsor, Ro- 
bert Newell, Windsor Daily Star: 
Youngstown, O., Chester A. Dickhaut, 
Youngstown Letter Shop. 


Shell Names Erichsen 
General Sales Manager 


R. H. Erichsen has been appointed 
general sales manager of Shell Pe 
troleum Corporation, St. Louis, and 
H. E. Hall has been named assistant 
general sales manager. Both posts 
are newly created. 

Mr. Erichsen joined Shell five years 
ago as division manager when rn 
Oil Corporation, Kansas City, 9° 
which he was president, was pur 
chased by Shell. Mr. Hall has beet 
manager of the Northern area. 
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REVIEW OF 


THE WEEK 


LIGHT MULTIPLIED 120 TIMES 


M. 

as 

ng ” . . uo. . ° . ° * . es . ° d rtment. disple 
hot hic el tion, featured in these fashion pictures. Note how it affects height Ward Harrison, of General Electric's Nela Park engineering depa ’ : 

4 a Ml ve y bod "ies Uldnois poe 8 10GB by Ashadinns Wactetinapeters Association. Photographs and the perfected fluorescent jumiline lamps which produce white and colored light 

* Spectroflexing by Pagano, Inc., New York City. with 120 times the illumination for the current consumed as filament lamps. 

y, 

od EX-GOVERNOR LANDON MAGNET AT SPRING MEETING OF INLAND DAILY PRESS 

en- 


‘TRS “2230. 


Quartette talks it over. Left to right, B. H. Potter, co-publisher, Rock Island 
Argus; Harry A. Sward, business manager, Moline Dispatch; J. L. Miller, 
publisher, Cedar Rapids Gazette, and Fred A. Sapp, publisher, Ottawa 
Republican-Times. "The best Inland convention yet” was their consensus. 


Threesome finds world not so forbidding. Left 
'o right, Victor L. Moffet, business manager, 
Review-Atlas, Monmouth, Ill., Ken Howard, 
Theis & Simpson Company, and H. Z. Mitchell, 
publisher, Daily Pioneer, Bemidji, Minn. 


Ex-governor Landon caught by cameraman in middle of his 
speech. At left, jovial luncheon party. Left to right, John 
E. Lutz, Chicago representative; R. K. Rockwood, associated 
with Mr. Lutz; Alfred Britton, Northern Trust Company, 
Chicago; E. C. Hewes, publisher, Commercial-News, Dan- 
ville, HL; and R. H. Davis, J. P. McKinney & Son. 
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For power and lubrication, automobile en- 


gines require “gas and oil.” They’re a natural 


combination ...ateam. They go together. 


For power and lubrication, your selling 

circulation at an optional combination rate 
machine in the Chicago market also requires 
of one dollar a line .. . offer national adver- 
a combination. For efficient, effective, eco- 

tisers mass circulation that reaches the class 
nomical coverage that combination should 

market... and the cash market. 
be Chicago's only Natural combination— 


Use the Combination—watch your profits 
hit new highs. 


the Morning Herald and Examiner and the 


Evening American. 


These two great newspapers—each with a SUNDAY: For a week-end drive to your sales messages 
; ; . . . for an advertising impact that reaches the entire 
proved pulling power of its own—offer family (more than 950,000 of them)—use the Sunday 


Herald and Examiner, with the market's lowest milline rate. 


national advertisers more than 700,000 


CHICAGO HERALD AND EXAMINER | (afro 


CHICAGO EVENING AMERICAN Cabinet 


NATIONAL REPRESENTATIVES: HEARST , INTERNATIONAL ADVERTISING SERVICE 
Rodney E. Boone, General Manager 
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